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Rough Proofs 


.lthough it happened five weeks 
after the vernal equinox, manufac- 
turers, jobbers and retailers insist 
thet April 28 will go down in his- 
tory as the day of the big freeze. 


, 3 


What with priorities, rationing 
and price control, a sales promotion 
expert may be on the right track 
when he changes his sign to read, 
“sales prevention department.” 


7, wv 


“As a people,” says John H. Morse 
of the Department of Commerce, 
“we must consume less and be 
nourished better.” 

Isn't that what Rykrisp has been 
telling us right along? 


a. = & 


The fashion magazine and youth 
leaders are promoting “the new 
type of American woman” and “the 
banishment of sultry glamor.” 

Thus far they haven’t taken the 
boys in the army camps into their 
contidence. 

a 


“Publishers OK U. S. Promotion, 
But Want No Subsidy.” — Headline 
) ADVERTISING AGE. 

What’s the difference — today's 
subsidy is merely tomorrow’s tax 
return. 

ee ¢ 


Although Gene didn’t seem to be 
any too enthusiastic about bowing 
out of the picture, ASCAP has 
passed the buck to that well known 
composer, author and_ publisher, 
Deems Taylor. 


v v v 


The Bureau of Advertising has re- 
solved that solicitors shouldn’t start 
a civil war 
gets the business. The way things 
are, getting any business started 
justifies an armistice. 


+ wv = 


It seems perfectly logical that 
Luther L. Hill, broadcasting ex- 
ecutive, who is now a major in the 
Army, should be doing his stuff in 
the Air Corps. 


v v v 
The Army, Farm Journal says, 
took the farmer's son, a defense 


plant took his hired man, and pri- 
rities took the new equipment he'd 
ounted on. And he’s likewise con- 
tributed his scrap iron for equally 
ogical employment. 


_ oo Ae 
Trick insurance policies adver- 
used by mail are being investigated 


ie insurance commissioners. 
‘hey re the kind which give you 
ipiete coverage of everything 
hat doesn’t happen. 


— a 


Regardless of the plan to double 
‘te monthly take of the doughboys, 
perts point out, all flour pur- 
iased by the United States Army 
‘ust now be enriched. 


y,ry 

Mikey Rooney and the Hardy 
am are doing their stuff in Los 
*tge'es Times promotion, courtesy 


{MGM. Now let's see what Bing 


Os and Paramount can cook up 
' the Spokane Spokesman-Review 
nd Chronicle. 
v v v 

Charles H. Jones says the movies 
‘om: ‘te drinking, their chief com- 
petit for the entertainment dollar. 
Sut the same token they also 
eem be in favor of romance. 


Copy Cus. 


if the opposition paper 


Huge Salvage 
Campaign Begins 


to Take Shape 


Manufacturers Would 
Finance Drive Under 
Tentative Plans 


By A. P. MILLS 
Washington, D. C., May ~The 
first major nation-wide use of paid 
advertising in the war effort, in a 
drive to salvage critical materials 
from farms, homes and junk heaps, 
awaits only final approval by 
Bureau of Industrial Conservation 
of the War Production Board and 
completion of plans for financing by 
private industry, now well under 
way, it was learned here today. 
The drive will not, as rumored, 
be financed by a direct $4,000,000 
appropriation by the National As- 
sociation of Manufacturers, to be 
levied on member manufacturers 
and trade associations. It is ex- 
pected, however, that NAM, because 
it is representative of all the indus- 
tries concerned with salvage, 


ing from 
benefit. 

The campaign, which 
velop into a series of campaigns, 
results from liaison work between 
the Advertising Council and BIC. 
The council assigned to Leo Bur- 
nett, Chicago agency head, the 
task of drawing up advertising 
plans, aided by a pool of talent. BIC 
is now clearing those plans 
other government agencies, with 
final approval expected in the near 
future. 

Since the original idea was to 
promote the salvage drive on a lo- 
cal basis, copy already prepared 
embraces only local media—news- 
paper, radio and outdoor. Now it is 
expected that the effort will be 
made nation-wide, with magazines 
and network radio slated to partici- 
pate. 


industries which would 


may 


Manufacturers Will Buy Copy 

Advertising will be paid for by 
manufacturers, particularly those 
who use such salvaged materials as 
scrap metal, rubber and fats and 
greases. The National Industrial 
Council, which coordinates the work 
of various state and local manufac- 
turing associations with NAM, 
although not yet active in securing 
sponsorship of the Advertising 
Council program, has been coop- 
erating with local salvage drives in 
Erie, Pa., and other cities. 

A committee of the Advertising 
Council met in New York this 
morning with Robert W. Wolcott, 
president, Lukens Steel Company, 
who is chairman of the NAM sub- 
committee on salvage, to work out 
plans for cooperation by individual 
industries. Mr. Wolcott told Apb- 
VERTISING AGE that announcement 
of the campaign plans, when com- 


pleted, would come from the Ad- 
vertising Council. 
A spokesman for BIC made it 


(Continued on Page 35) 
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will | 
| play a large part in securing financ- 


de- | 


with | 


LENGTHY HEADLINES 


Whatie the next fow months, the greetest ores 
in world history will take place. The key to that 
crisis is Soviet Russia. The key “————. 


to Soviet Russia, according to oer 


opinion-makers may be found in 
the great best-seller — =e 


MISSION To MOSCOW 


[ee | 


hundreds of the nation's leading 
sosemn gs 4 


Advertising and 
All Media Exempt 
=| from Price Freeze 


| 
| Saas Revolutionary Order 
= | | More Sweeping Than 
<cuavwnsu usm. | Originally Expected 


Washington, D. C., April 28.- 


Headlines like the one above—and even | G..6rnmental control over business 


longer—are being used in current news- 


i. an caine ihe call reached its zenith today as the 
oA A ar 0 “eteslon in titee, Office of Price Administration 
cow. Testimonials by national leaders issued a sweeping order freezing 


prices of every major item affecting 
living costs. The order represents 
the keystone of the Administration's 
all-out attack on inflation, as out- 
lined in all its ramifications by the 
President in a message to Congress 
and a fireside chat to the nation. 
As expected, the order specifically 
excluded from regulation advertis- 
2 ing services, including radio broad- 
F t . N | casting. Also excepted as outside 
ac $: ie sen the definition of “commodity” in the 
| Price Control Act are “books, mag- 
Chicago, May 1.—The clamping | azines, motion pictures, periodicals, 
down of rigid price ceilings on tens|newspapers, and trnaterials  fur- 
of thousands of consumer products /nished for publication by any press 
may very easily result in nothing | association or feature service.” 
more effective than chaos unless the The order, coupled with a sup- 
marketing facts governing each plementary edict fixing a ceiling on 
situation are uncovered and ade-|rents in areas populated by two- 
quately dealt with, A. C. Niel-| thirds of the American public, is 
sen, president of A. C. Nielsen Com-| even more comprehensive than had 
pany, outstanding market analyst} been generally expected. In ex- 
organization, declared this morn-|plaining the regulations to one of 
ing in the keynote speech of the|the largest press conferences in 
wartime conference of the Chicago} Washington history, Price Admin- 
Federated Advertising Club. istrator Leon Henderson _ said: 
Mr. Nielsen's talk, “They are of such magnitude that 
charts, might be described as “a| even we who have been busy fram- 
guide to wartime merchandising ing them for the last few 
(Continued on Page 38) (Continued on Page 34) 


also are prominent. (Story on Page 32.) 


Ceilings Useless 
Unless Based on 


replete with 


weeks 


Last Minute News Flashes 
Johnson CarNu Copy to Magazines 


Chicago, May 1.—S. C. Johnson & Son has released a new spring and 
summer campaign for its CarNu in eight weekly and two monthly maga- 
zines as well as the Metropolitan Group of newspapers. The drive 
breaking next week, marks CarNu's first individual campaign in some 
time, although it has been promoted on the company’s “Fibber McGee 
and Molly” radio program. Needham, Louis and Brorby is the agency. 


Gypsum Advances Wolf; Maynard Ad Manager 
Chicago, May 1.—U. S. Gypsum Company has established three new 
merchandise manager posts, one each for mason supply products, roofing 
and insulation, and Gypsum wallboard and paint. S. F. Bartlett, former 
mason products sales manager, and E. C. Faulkner, former Gypsum wall- 
board sales manager, take over the new posts in their respective di- 
visions, while Marland S. Wolf, former advertising and sales promotion 
manager, has been named merchandise manager of the 
sulation division. J. G. Maynard, formerly a 
manager, has been named advertising manager 


roofing and in- 
commodity advertising 
of the company 


Air Force Enlistment Drive Runs Full Month 

New York, May 1.—The Army Air Force recruiting campaign launched 
this week will run through May 30, it was learned today, in 642 college 
newspapers, 323 papers in college cities and 502 papers in recruiting 
station cities. N. W. Ayer & Son is the agency. A similar campaign 


was started by the Navy in 500 college papers two weeks ago, through 
BBDO. 


A & P Urges Conservation of Coffee 

New York, May 1.—Calling attention to restrictions issued earlier this 
week by WPB, reducing coffee deliveries to roasters, A & P ran two- 
column newspaper advertisements today in about 900 papers in 400 cities, 
urging conservation by housewives. Paris & Peart is the agency. 


Walter Evans Made Westinghouse V. P. 

Pittsburgh, Pa., May 1.—Walter Evans, who rose from a position as 
radio operator at Chicago’s old KYW to manager of all Westinghouse 
radio stations, was yesterday elected a vice-president of Westinghouse 
Electric & Mfg. Company. 


Price Freeze Adjustments 
Essential, Business Avers 


Eager to Cooperate, 
But Sees OPA Edict 
"Just the Start” 


BY HAL BURNETT 


New York, April 30.—Because the 
decision to advertise or not rests on 
supply and demand, and not on 
price alone, advertising men are 
generally agreed that the OPA 
General Price Regulation will have 
little, if any drastic effect on adver- 
tising expenditures. 


On the whole executives in all 
walks of business welcomed the 
general price ceiling as evidence 


that the government is determined 
to halt runaway inflation. The real 
test, they feel, will not rest with 
price control, but with the courage 
the administration must display in 
freezing purchasing power by wage 
controls, increased taxation, and en- 
forced saving. 

A survey of the major food, drug, 
and dry goods fields indicated that 
national advertisers are more wor- 
ried about the ability of small re- 
tailers and wholesalers to absorb 
the sweeping regulations and to ad- 
just themselves to vastly increased 
record-keeping and other problems 
than they are about impact on their 
own manufacturing enterprises. 

The reel test, as far as advertis- 
ers are concerned, is simply “Is 
there an ample supply for the de- 
mand, or is there a shortage?” 

If there are no goods for sale, in 
fields such as automotive and dur- 
able goods today, manufacturers 
will confine their advertising to in- 
stitutional, postwar, and _= service 
copy, on a reduced scale. 

If there are goods for sale manu- 
facturers will continue to use adver- 
tising as a keystone of efficient dis- 
tribution. 


New Branch Set Up 


Price controls can affect profits, 
can thus affect the determination to 
stay in business, to sell goods. But 
the OPA is already at work setting 
up national, regional and local ad- 
justment machinery, to be known as 
the Price Adjustment Branch, which 
will endeavor to cope with the 
hardships that will certainly fall on 
individual concerns and groups. 

Affected least by the orders will 
be the retail drug trade, which has 
been operating under minimum 
price controls through state fair 
trade laws, for several years. There 
have been few, if any, price changes 
in nationally advertised “fair trade” 
items, since March 1. Wider mar- 
gins prevail in slower moving bulk 
chemicals, and the soda fountain 
lines are virtually unaffected 

Dan Rennick, editorial director of 
Drug Topics and Drug Trade News, 
reported that retail druggists in 
many sections of the country seem 
to be more bewildered than hurt by 
the price-freezing order. Few are 
aware of the gargantuan bookkeep- 
ing work and tabulation required 
by the order. He pointed out that 
from 10,000 to 15,000 items are 
stocked by the average druggist. 
Even if druggists were not short- 
handed they could spend months 
tabulating prices. 

Mr. Rennick said that a survey 
of several hundred druggists indi- 
cated that prices are virtually the 
same today as they were in March, 
due to two factors: (1) About 90 
per cent of the fast sellers are now 
on fair trade, with few price 
changes since March. (2) Exclud- 
ing unbranded sundries, the remain- 
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ADVERTISING AGE 


May 4, 1942 


ing items are slow moving propri- 
etaries, which have a large markup 
because of their slow’ turnover. 
March prices on_ such products 
would work few hardships. 

Variety stores will, to some ex- 
tent, welcome the price ceilings, ac- 
cording to Godfrey M. Lebhar, edi- 
tor of Chain Store Age. One of their 
biggest headaches to date has been 
preserving their fixed 5, 10, and 25 
cent limits with rapidly advancing 
prices. 

The setting of price ceilings may 
actually result in a _ softening of 
prices in the chain grocery field, | 
according to Mr. Lebhar. The 
manufacturers, wholesalers, and 
chain operators have naturally 
built up large inventories against 
price rises, and the freezing of these | 
inventories with price ceilings es-| 
tablished will naturally bring about 
some competitive selling, thus low- 
ering prices. 

Chain food advertising, to a con- 
siderable extent, has shifted from 
straight price appeal to. service, 
quality, and institutional themes. 

Paul Willis, president of the As- 
sociated Grocery Manufacturers of 
America, expressed general ap- 
proval of any move that would help | 
stabilize currency and industry as 
long as it can be done without un- 
due hardships to retailers and_/| 
wholesalers. Of some 3,000 items in | 


| triotic 


| herent 


the grocery store, only 10 or 12 are 
subject to volatile price changes, 
and these are largely exempted spe- 
cifically. The rest are steady items 
which have advanced little since 
March. 

Lew Hahn, general manager of 
the National Retail Dry Goods As- 
sociation, while emphasizing the pa- 
willingness of retailers to 
make any sacrifice demanded of 
them, explained the tremendous in- 
difficulties in controlling 
practically all prices in enormous 
numbers of items in 1,700,000 retail 
stores and shops. 

Pointing out that many small re- 
tailers lacked sufficient knowledge 
of accounting and kept insufficient 
record to insure proper carrying out 
of the regulation, he said: 

“Under these conditions, if the 
regulation is actively administered 
and policed, it seems likely to put 
many of the smaller retailers out of 
business—in some cases, leaving 
them as charges upon the com- 
munity. 

“On the other hand if the order 


is not effectively enforced, it will | 


become another ‘noble experiment’ 
like the late prohibition law. The 
administration wisely secured the 
repeal of that particular incubus, 


|}and we must believe it would not 


deliberately create another.” 
Department store advertising men 


expressed confidence that the di- 
minishing importance of price as a 
basic selling theme would stimulate 
better copy based on style, quality, 
| convenience, and service. 


Backs Nutrition Drive 

Swift & Co. has announced that 
the official government = stamp, 
“U. S. Needs Us Strong,” will be 
carried in its branded fresh meats 
| and ham and bacon national adver- 
'tising for the remainder of the 
| year. Developed by AGMA and the 
Office of Defense Health and Wel- 
fare Services, the symbol is used in 
| connection with foods listed in the 


official nutrition food rules, to iden- | 
tify government or industry contri- | 


butions to the national nutrition 
program. 

| Swift's nutrition film, “Hidden 
| Hunger,” has been accepted and is 
being distributed to commercial 
theaters by the government as the 
first official film of the program. In 
| an. the company has granted 
a number of fellowships to colleges 
and universities to further nutrition 
research, 


Condon Heads Promotion 

Maurice Condon has been 
appointed director of the combined 
promotion, merchandising and pub- 
licity departments of WGAR, Cleve- 
land. He succeeds Charles New- 
comb, who resigned as promotion 
director to join the staff of WWNC, 
Asheville, N. C, 


Price Roll-Back 
and Subsidies Seen 
by OPA Official 


Simpler Copy Likely, 
Ohio State Conclave 
Is Informed 


By JOHN B. MILLER 


Columbus, O., May 1.— Supple- 
mentary orders and regulations to 
loosen retailers price squeezes in 
the new U. S. price control- setup 
are already on the way, Dr. Clifford 
James, regional price executive of 
the OPA, assured conferees here 
yesterday before the advertising 
and sales promotion conference of 
Ohio State University’s College of 
Commerce and Administration. 

The government cannot now fore- 
cast all the necessary adjustments 
which must be made, Dr. James 
said, but officials are prepared to 
protect retailers by a “roll back” 
price plan. Where merchants are 
caught with goods which cannot be 


862 NEW HOUSING 


BUSINESS HISTORY RECORDED! 


SINCE JANUARY 1 


Bailding Permits for March 
Alone Close to Million 
and Half Mark 


$2,399,388 FOR 1942 


make such a showing. 


Activity Increasing 


vey department of Brooks, Smith, 
Inc., Detroit and New York advertising firm. 


UILDING PERMIT TOTAL FOR}... 
MARCH SOARS TO $2,313, 


Fidelity Company Starts Work on 141 Residences in 
Schweilter's Ninth Addition to Cost Total of $485,- 
500; Saturday's Business Best in Decade 


There has been a steady gain in 
bank deposits since last Decembe 


(Business in Wichit 
79 Per Cent Highe 


Advertising Firm Lists Most Important 
Trading Centers Thruout Nation; 


Wichita is one of the trading centers in which busi4) 
6 or more above normal in March, 


UNITS ARE ADDED  WWACHITA BANK DEPOSITS 
CLIMB TO 101 ) 


Wichita bank deposits April 4, amounted to approxi 
ately 101 million dollars, the first time in Wichita bank4 
ng history that they have reached this figure. 


No other city in Kansas car 


HEAVY SCHEDULE 


avy convention schedule during 
rll, R. D. Bounous, assistant man- 
gér of the Chamber of Commerce 
aid. There have been ten conven- 


ritory. 


Forbes Magazine Gives 
Wichita High Praise 


Wichita again is listed by Forbes 
Magazine in the April 1, 1942, is 


en Conventions for Wich? ** of the best places in the Sales Up 39 Per Cent 
ita During April United States for concentratink 
sales activities, for collections, and 
Wichita will have an extremeiygother promotion operations of busi BIG BUILDING SPURT 


wess, Wichita 
very best high-spot territory in the 
United States today 
ther nearby citles make up the ter- 


This district, with the four other 


AMAZING INCREASE RECORDED 
BY BUSINESS IN WICHITA 


WICHITAIS | 
BRIGHT SPOT 
IN DISTRI 


Federal Reserve Repor 
Shows Wichita Retai 


is the center of the 


Seventeen wichite continued during Febru- 


ary to be the brightest spot in the 
entire Federal Reserve district 
which comprises Wyoming, Nebras- 
ka, Colorado, Kansas, Oklahoma] 


Wichita Leads 


Bank debits and clearings, pos 
tal receipts and building permits 
in Wichita continued their amaz- 
‘ng pace during March, setting 
new all-time records, 

Debits recorded by the Wichita 
earthen Clearing House Association for 

.- vt the first 26 days of March 
Mobile coal showed a@ total of $85,734,908.07, 

Portland. or « gain of nearly $15,500,000 
San Diego Oe February and ‘an increase 
tacoma andy overt March, 1941, of more than 

$28,000,000, 
Bank clearings for March to- 


000, 


tale@d $21,631,009.40, or an in- 
crease over february of $3,400, 
and over March of 1941 of 
Bearly $7,000,000, 

Postal receipts for March were 
$7,281.79 better than for the same 
month a year ago. Total for last 
month was $108,972.79 as against 
$191,691 a year ago, 

Building permits hit an all 
time high during March with 848 
Permits issued for a total valua- 


(Please turn to Page 7, Column 2) 


in Easter Sales 


Wichita bead all other cities in 
the Tenth Federal Reserve Dis- 
trict in pre-Baster sales, showing 
an increase of more than 45 per 
cent over last year. 

Other cities in the district and 
the per cent of increase shown 
follow: Kansas City, 30; Denver, 
13; Oklahoma City, 10, and 
Omaba and Lincoln, 15 per cent. 


livestock 


in the state. 


advertising investment, pick Wichita 


WAR — OR PEACE 


WERE BUILDING FOR THE FUTURE 
IN WICHITA, KANSAS 


Qur population has increased from 110,000 in 1930 to about 180,000, our 
spendable income per family has more than doubled. our savings have 
hopped up nearly 35° 


’ 
C. 


Our wealth is based on the solid foundation of wheat. airplanes, oil and 
ALL very necessary to American living, war or peace. 


If you're looking for a market that offers the highest yield on your 
AND pick KFH, by far the dominant 
radio station in this biggest market in Kansas and richest boom area in the 
Southwest, if not in the entire nation. KFH is the only full-time, 5000 Watter 
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end Previous Survey Measurements 


Glenn D. Gillett Computed Field Strength Distribution Based on Performance 
5000 Watts Day and Night 


CALL ANY 


October 1941 


THAT SELLING STATION 
ae IN KANSAS’ BIGGEST, RICHEST MARKET! 


WICHITA 


CBS « 5000 WATTS DAY AND NIGHT 


EDWARD PETRY OFFICE 


|marketed without heavy loss at 
|prices equal to the highest March 
‘levels, the OPA may advise whole- 
salers to lower their corresponding 
prices from the legal high level, and 
may further ask the manufacturers 
and primary producers to follow 
suit. As a final step in such an ad- 
|justment, the OPA spokesman said, 
|a subsidy plan will be adopted 
'guaranteeing primary materials at 
la price level low enough to keep 
producers in business and assure a 
/reasonable profit. 


Follows Canadian Pattern 


The maximum price regulation 
plan is substantially the scheme in 
force in Canada, with a few modi- 
fications, and as far as the U. S. is 
concerned, said Dr. James, 
be considered a cooperative venture 
by the government and people or it 
won’t have a ghost of a chance of 
succeeding.” He added that “fan- 
tastic” estimates of the losses re- 
tailers might suffer had been made 
but that best estimates, before ad- 
justments, ranged around $700,000,- 
000. 


determine readership of magazine 
|advertising, particularly in the food 


per, Jr., in charge of copy research 
for McCann-Erickson, Inc., New 
York, at a Thursday 


research. The agency data was 
based on a continuing study of 
magazine readership conducted by 
L. M. Clark Surveys, New York. 


tracting displays attracted the high- 
est percentage of product identi- 
fication, Mr. Harper said. 
effectiveness was not included 


launched in 1938 and which con- 
centrated on questioning 
about their recollection of the ad, 
its headline and copy, and the prod- 
uct itself. 


The same research procedure now 
being applied to readership of 
newspaper advertising in an effort 
to reach formulae for getting more 
out of the advertising dollar by in- 
creasing readership circulation. In- 


1s 


“must 


Development of formulae to help 
field, was disclosed by Marion Har- | 
afternoon | 
clinic on advertising technique and | 

Ads which featured the appetite 


appeal and were unhindered by dis- | 


Sales 
in 
the continuing survey, which was 


readers 


Advertising Methodology Discussed 


\formation already obtained is not 
\regarded as conclusive but as 
/expanding yardstick for measuring 
\the probable readership of a par- 
ticular advertisement before it ap- 
pears in print. 

The need for a common-sense 
'methodology of advertising was em- 
|phasized by Mark Wiseman, Young 
|& Rubicam, New York, at the same 
|session. “It makes no difference 
whether you are selling soap or in 
institution, a product or an ide 
he said. “The principles of sym) .- 
thetic approach and suggestion «re 
exactly the same. Yet we often <-¢ 
advertisers who are skilled in 1 \¢ 
proper handling of product advycr- 
tising suddenly turn into che::- 
beating, self-centered egotists whon 
| they are faced with the job of cre- 
ating what they call an institution | 
campaign.” 
| Readership data provides ive 
| basis for a proper list of advert s- 
‘ing principles, after making due 
allowance for statistical shortcom- 
ings, he told the group, citing te 
value of split-run testing and hid- 
den premium offers to determine 
the drawing power of pre-campa) zn 
copy. 


Sees Simpler Copy 


The war will bring simpler copy 
in advertisements, in the view of 
Eric Foote, American Academy of 
Art, along with cheaper metals and 
methods of producing advertising 
art. The average consumer, work- 
ing longer hours during these emer- 
gency days, is interested in copy of 


almost poster simplicity, he de- 
clared. 
| Condemnation of the “scarcity” 


: = 
itheme in current advertising came 


from both David Ovens, of J. B 
Ivey Company, Charlotte, N. C., a 
former president of the National 
Retail Dry Goods Association, and 
W. M. Borton, Bairs Furniture 
|Company, Cambridge, O. Mr. Bor- 
ton, who spoke at the retail adver- 
tising session, said that so far as he 
‘could determine the supposed ce- 
|mand for smaller wartime furniture 
has not materialized. From the 
manufacturer’s viewpoint, Raymond 
|Reed, of Heywood-Wakefield Com- 
pany, Gardner, Mass., reported afte: 
‘a six-week tour from New England 
|to St. Louis that workers moving to 
‘defense centers brought half thei: 
furniture with them and_ bought 
‘second-hand furniture to fill thei: 
needs. Most of them, he declared, 
want full-size furniture, war or no 
war. 


Production of Sewing 
Machines Ends June 15 


The War Production Board has 
issued an order permitting sew- 
ing machines and attachments to be 
manufactured at a rate of 75 pel! 
cent of the 1940 output until June 
15, after which production must 
cease. WPB estimates that about 
| 250,000 machines will have _ been 
made by the deadline date, com- 
|pared with 1941 production of 
800,000 models. 

The WPB order also provides 
that repair and replacement parts 
may be manufactured during a s!x- 
month period following May 1 @! 
a rate of 125 per cent of the 194 
and 1941 level. The edict als 
restricts the rebuilding of used ma- 
'chines, and prohibits the disposal of 
inventory except under certain con- 
ditions. 


Polkinghorne Appointed 


| C. C. Polkinghorne has _ vee! 
|appointed general sales manager © 
Canada Packers, Ltd., Toronto. M™ 
Polkinghorne is also a director © 
‘the company. 
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ADVERTISING AGE 


140 Sq. in. of newsprint... 


but don’t think it’s just another newspaper ad, 
or something to be filled out from Schedule A. 

Advertisingly ... youre looking at holy 
ground—because this particular half-page is 
the most looked-at space in existence. Only the 
sky has more visibility; and even that is not 
regarded as regularly or with as much interest. 

Because this half-page goes into 11,000,000 
American homes every Sunday, is looked at 
regularly by almost one-third of the population 
of the U. S. The people who look at it are 
the U.S.—as far as business is concerned. Only 
this particular half-page reaches so many of 
them so effectively, at one time. 


Tus half-page gets 75% readership among 
the adults of those 11,000,000 families; and 
all the children... No other medium can match 
it. Only the President of the United States, 


speaking over all the networks can beat it! 

You don’t have to work for attention with 
entertainment, or something sensational. The 
attention is there, and sensational enough. Just 
put your advertising in the way of it! 


This half-page has color—three primary 
colors and black—-all that Nature started with. 

This half-page is today the greatest challenge 
in advertising. Rightly used, it can sell more 
goods to more people more cheaply and more 
rapidly than any other medium on earth... 
It’s a buy at almost any price! And the price 
remarkably low—only $16,712. 

This half-page is in the comics sections of 
the great Sunday newspapers of Metropolitan 
Group—reaching more than 20% of families in 
687 cities over 10,000 population! 

Opportunity? . . . not to be overlooked! Call 
any Metropolitan Group office ~ soon! 


Metropolitan Group 


Baltimore Sun * Boston Globe « Boston Herald « Buffalo Courier-Express « Chicago Tribune « Cleveland Plain Dealer « Des Moines Register 
Detroit News « Detroit Free Press *« Milwaukee Journal « Minneapolis Tribune & Star Journal * New York News « New York Herald Tribune 
Philadelphia Inquirer ¢ Pittsburgh Press * Providence Journal * Rochester Democrat & Chronicle +* St. Louis Globe-Democrat 
St. Louis Post-Dispatch ¢ St. Paul Pioneer Press * Springfield Union & Republican « Syracuse Post-Standard * Washington Star « Washington Post 
220 East 42d St., New York « Tribune Tower, Chicago + New Center Bldg., Detroit + 155 Montgomery St., San Francisco 
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Curtiss Launches 
New Campaign for 
Baby Ruth Cookies 


Chicago, April 29.—Following up 
a highly successful campaign ear- 
lier in the year, Curtiss Candy Com- 
pany launched a new drive this 
week featuring the use of its Baby 
Ruth candy bars in home-baked 
cookies. The company is making 
its first venture into the rural field 
with space in Country Gentleman 
and Successful Farming, employing 
the same copy theme. 

Four-color advertisements will 
appear in May, June and July issues 
of American Home, Better Homes 
and Gardens, Good Housekeeping, 
Ladies’ Home Journal, McCall's and 
Woman's Home Companion, on a 
scattered schedule. Four-color ads 
also will be used in This Week 
Magazine and a number of youth 
publications, urging youngsters to 
have their mothers make Baby Ruth 
cookies, “the nation’s newest taste 
sensation.” 

Baby Ruth 
declares, is a 


candy, the copy also 
first line food for de- 
fense against fatigue and “sales to 
Army camps, Navy stores and de- 
fense plants are growing by leaps 
and bounds as men in service and 
men at machines enjoy their daily 


‘food-energy boost’ with tempting, 
nexpensive Baby Ruth.” 

The company, in collaboration 
with a Toledo, O., distributor, Carl 
Rose Food Company, took 625-line 
newspaper space last month to an- 
nounce a new Baby Ruth cookie, 
baked in Chicago under Curtiss 
license, and sold in sealed bags 
which contain four dozen cookies. 
The copy pointed out that three 
Baby Ruth candy bars go into every 
pound of cookies. Free samples 
were distributed at the local the- 
aters to introduce the new product. 

C. L. Miller Company is the Cur- 
tiss agency. 


NEMA Members Hear 
“Newsweek” Round Table 


Members of the National Electri- 
cal Manufacturers Association will 
launch their annual spring meeting 
May 11-14 at the Homestead, Hot 
Springs, Va., with an unusual key- 
note discussion of world problems 
conducted by the editors of News- 
week. 

Participating will be Malcolm 
Muir, publisher of Newsweek, who 
will serve as chairman; Major Gen- 
eral Stephen O. Fuqua, military 
affairs; Ernest K. Lindley, chief of 
Washington Bureau; Ralph Robey, 
business tides; Raymond Moley, 
national affairs; Joseph B. Phillips, 
managing editor, and Rear Admiral 
William V. Pratt, naval affairs. 


Newsprint Ceiling Set 
at Prevailing Level 


To the consternation of news- 
print manufacturers who had been 
seeking higher prices to compensate 
for increased operating costs, the 
Office of Price Administration has 
issued an order fixing newsprint 
prices at the level prevailing since 
April 1, 1938. The actual base 
period given in the order is Oct. 
1-15, 1941, but most producers have 
maintained a $50 per ton price for 
four years. 

The order was a surprise to the 
industry since only a_ fortnight 
earlier pulp producers were granted 
a $6 a ton increase to match the 
Canadian level, and because a wage 
increase takes effect next month on 
the heels of a rise in freight rates 
a few weeks back. Domestic news- 
print producers had expected to 
match the projected $3 a ton price 
raise sought by Canadian exporters 
for the second quarter, but refused 
by OPA. 


R. R. Issues Magazine 


The New Haven Railroad, Boston, 
has begun to publish “The Rider’s 
Digest,” a pocket-size, monthly 
magazine designed to keep passen- 
gers fully informed on up-to-the- 
minute activities of the New Haven 
in connection with the war effort. 
It will be distributed to passengers 
aboard both through and commuter 
trains. 


Toledo's big department stores comprise 


a great shopping center for the women in 
the area of northwestern Ohio and south- 


eastern Michigan. 


According to the 1940 U. S. Census, 
Department Store Sales in Toledo to- 


taled $21,940,000 in 1939. 


On the basis of latest census figures 
Toledo stands 3rd highest in department 
store sales among all cities in Ohio. 


Today Toledo’s 500-odd industrial plants 


are busy with war j 
work at high wages. Today 


Toledo's rich agricultural Retail Trading 


mally 40% 


Area is prosperous. (Farm income is nor- 
higher than the average 


throughout the State.) 


From these facts it may be assumed that 
department store sales in Toledo today 
are keeping pace with the increased 
tempo of Toledo's general business. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 
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Candy Makers 
Decry Sugar Law 
‘Misconceptions’ 


Attacks on Industry as 
“Unpatriotic’ Told at 
Association Luncheon 


By JOHN CRICHTON 


Chicago, April 28.—In an effort 
to set the record straight, establish 
its position as a food industry pro- 
vided with a set sugar ration by 
proper authorities, and to combat 
continuous attacks on its wartime 
patriotism, the National Confection- 
ers Association called a_ special 
meeting today attended by top asso- 
ciation officials, members of the 
press and leading manufacturing 
executives. 

The high point of the session was 
the reading of a statement from 
Philip P. Gott, association president, 
by Joseph W. Hicks, director of 
public relations. Prefacing his re- 
marks by quoting portions of the 
editorial, “American Business Must 
Not Be Misunderstood,” from 
ADVERTISING AGE, April 27, Mr. 
Hicks went straight to the reason 
for the meeting. Reading Mr. Gott’s 
statement, he said, ‘“‘Numerous news 
dispatches, radio comments, pub- 
licity releases and public addresses 
concerning the availability and use 
of sugar have been interpreted to 
mean that it is unpatriotic to eat 
candy, and that the candy manufac- 
turer is not patriotic in continuing 
to make his product because it con- 
tains sugar.” 

Referring to OPA sugar reduction 
orders which limit manufacturers 
to 70 per cent of 1941 consumption, 
the statement continued, “this 
means that the manufacturers of 
candy and other sugar-consuming 
products are supposed to utilize 
sugar allotments in continuing the 
manufacture of their products so 
that plants may be kept in opera- 
tion, employment may be main- 
tained and the food values that 
confectionery provides may be sup- 
plied. Therefore, there should be 
no misconceptions or criticisms of 
the candy manufacturing industry 
for continuing to provide candy as 
an energy-building, fatigue-resist- 
ing and healthful food. . .” 


Cites News Stories 


Mr. Hicks interrupted his reading 
of the statement to quote portions 
of news stories, one of which was 
euphonically headlined, ““‘When you 
nibble a nougat, you snatch powder 


from the cannon’s mouth.” He 
criticized radio programs’ which 
begin with the roar of a cannon, 


then report that it takes a certain 
number of candy bars to provide 
the ammunition used for the single 
discharge. 

In one sense, however, the candy 
manufacturers appeared to be cry- 
ing before they were hurt. The 
insidious tales to which Mr. Hicks 
referred might logically be expected 


to make themselves felt in sales, 
but sales in January were 40 per 
cent greater than in January of 


1941, and February sales were eight 
per cent greater Last year was a 
banner year in the candy business, 
with 20 per cent more candy sold 
than in 1940. Since the cuts in 
candy’s sugar ration now amount to 
30 per cent of last year, it is rea- 
sonable to suppose that a decreased 
demand might be a relief to both 
manufacturer and distributor 


The problems faced by cand: 
makers are not easily solved. Sup- 
plies of cocoa beans have been , 
off, and if the situation is not al} 
viated, June will find the chocola:, 
stock precariously depleted. Th. 
candy business is now in the proc: 
of consuming a six months’ stoc<- 
pile; when that is gone, it is sa 
chocolate may be off the market 


See African Trade 


Some hope is held out for su 
plies from the African Gold Coa.; 
a large supplier. Ships from 1 
United States travel to the God 
Coast bearing lease-lend materi: |s 
to the British and Free French, w)\o 
the sale 


normally depend on f 
cocoa beans for a big percentage «{ 
their export trade. It is the hope 


of the candy makers that the ec - 
nomic welfare of the African ar:; 
will be a card in their hands, and 
that returning ships will carry car- 
goes of cocoa beans and the Mari- 
time Commission has given infor- 
mal assurances to that effect. 

The search for a satisfactory sulb- 
stitute for sugar in candy manufac- 
ture goes on, but with—to date 
little success. Corn syrup and honey 
have been mentioned as alterna- 
tives, but corn syrup is almost com- 
pletely absorbed by war demancs, 
honey capacity has always been 
small, and candy makers have been 
restricted by WPB to the amount 
used in 1941. Coconut and coconut 
oil are ingredients of the past, since 
WPB believes it is more important 
for glycerine content than for flavor 
and taste. Formula changes to 
adapt the product to a changing 
world are not considered too feas- 
ible by the manufacturers, who 
point out that very little change can 
be made and still produce a candy 
which tastes like the original. 

Like other manufacturers, candy 
makers have packaging problems. 
Set-up boxes will be scarce, cello- 
phane is precious, glassine may be 
difficult to get, even for some gov- 
ernment orders, and most manu- 
facturers who packed in tin have 
no hope of continuing that practice. 
Unique among most industry prob- 
lems, however, is the candy makers’ 
fight against being classed as any- 
thing except a food industry. Loss 
of that status, for example, would 
make them liable to the looming 
federal excise tax, which may range 
up to 15 per cent. 

The attacks on the candy busi- 
ness as “unpatriotic” are not new 
to a business which has served as a 
previous storm center. From time 
to time home economists have up- 
braided candy as a source of tooth 
decay, and American Tobacco Com- 
pany’s “Reach for a Lucky instead 
of a sweet” campaign is fresh in 
the minds of the confectioners. One 
irate confectioner, recalling attacks 
on the candy industry, seized a 
package of Lucky Strikes, bran- 
dished it and cried that “this 
the worst advertising we ever got!” 

Constructively, however, the 
candy business plans to tie in with 
the national nutrition effort, point- 


< 


Was 


ing up candy’s qualities as an 
energy - building food. Arrange- 
ments have been made wit a 


prominent state university to con- 
duct laboratory tests to provide the 
candy industry with scientific 
munition against further attacks 
Summing up, Mrs. O. H. Snyde 
head of Mrs. Snyder's Home idle 
Candies, reported that during V 
War I candy makers were c 

40 per cent of their customary sus 
requirements, and that they id 
kept in business. She said (ha! 
approximately 10 per cent o! fe 
present manufacturing is 
of “favors” which do not re 
sugar 
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In advertising, as in industry, successful produc- 
tion is accompanied by sweat. Sweat purges ad- 
vertising of the sins of superficiality — hair-trigger 
conclusions, sketchiness, conjecture, misdirection, 


necromancy, hunches. Sweat carries away the fat, 


Young & Rubicam, Inc., ADVERTISING 


NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO - HOLLYWOOD - MONTREAL - TORONTO 


arity F- 


| SBI OM 


leaving the bone and sinew of an idea. 

One of the principles on which this agency was 
founded is this: that only by working harder than 
the other fellow—by digging deeper for ideas—can 
outstanding advertising be created. 
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‘Town Hall’ Airs 
Essential Place 
of a Free Press 


Ft. Wayne, Ind., May 1.—Free- 
dom of the press and the place of 
advertising were given a going-over 
here last night when America’s 
Town Meeting of the Air moved to 


When You 
HAND, 


THINK OF 


DISPLAY 


“UNION 
STEEL” 


S Modern Display 
> Creations 


For the duration 
our tacitities are 
Gevoted to olt- 
out war pre- 
duction. 


} 


THINK OF “Wine 
Meriden, Conn., has advised dealers 


this city for a broadcast originating 
over WOWO, Westinghouse Blue 
Network station. 

George V. Denny, Jr., famed 
moderator of the program, gave up 
his traditional place for the first 


time in order to become a partici- | 


pant on the program, the role of 
moderator being played by James 
L. Fly, FCC chairman. Other par- 
ticipants were Walter D. Fuller, 
president of Curtis Publishing Com- 
pany; Norman Thomas, Socialist 
leader; and Jay Allen, foreign cor- 
respondent. 

Although the speakers’ repre- 
sented remarkably divergent view- 
points, and Jay Allen in particular 
found the going pretty rough during 


|the question period, they were in 
|surprisingly close agreement on the 


necessity for a free and unfettered 


| press, independent of political and 


other controls, and capable of intel- 
ligent and constructive criticism. 
Such criticism is vital, they agreed, 
but insisted that it must be con- 


|structive and patriotic in is objec- 
| tives. 


Silver Copy to Continue 


International Silver Company, 


it will continue sufficient national 
advertising of 1847 Rogers Bros. 
and Holmes and Edwards Inlaid 
silver to keep the trade names alive 
and ready for quick sales revival 
after the war. Its radio program 


| will continue throughout the sum-| 


mer months, and advertising in 
Life will be sustained. 


WPB Order Allows 


Ban on Ad Signs 


to Conserve Power 


Washington, D. C., May 1.—Ma- 
chinery for handling power short- 
ages whenever and wherever they 
|may occur was established by the 
|'War Production Board today in a 
|sweeping order which permits the 
government to curtail or ban com- 
pletely the use of power for light- 
ing advertising signs. 

The order was originally sched- 


uled for announcement a fortnight | 


|ago, but was delayed by the need 
|to revise its terms. That such an 
edict was about to be promulgated 
|was forecast in ADVERTISING AGE, 
April 10. 

Today’s order sets up a classifi- 
cation of non-essential uses for 
‘electric power. Uses within the 
‘defined limits can be restricted to 
any degree considered necessary, 
‘including total elimination, when a 
power shortage is declared by WPB 
to exist in any area. 

Interior as well as exterior light- 
ing is covered, with illumination in 
|stores and other public establish- 
'ments subject to curtailment. Not 
| more than one watt per square foot 
of floor space would be allowed. 
| Flood lighting for sports events, 
refrigeration for air conditioning 
except where essential for indus- 
trial processes, and heating cars 
used on urban and suburban trans- 
portation systems are other uses 


RUSH ORDER 


- - 
Moving troops and moving you-that's 
Pullman's job today 


M 


Because its magazine schedule can't be 
adapted to the changed theme for sev- 
eral weeks, Pullman Co. rushed this 
1,000-line advertisement to newspapers 
of almost a score of major cities last 
week to explain the wartime demands 
upon its services. The same theme will 
be used later in magazine copy. Simul- 
taneously Pullman filed a new tariff under 
which passengers who do not release 
Pullman accommodations in time for re- 
sale will hereafter be refused refunds. 


non-residential users except in w 
industries may be cut to a propo;- 
tion of normal consumption a: 
residential and small commerci, 
|users curtailed on any basis dete, - 
|mined at the time of the shortag: 
The only part of the order taki 
immediate effect is that which : 
quires utilities to comply with cx 
tain regulations designed to k« 
output at maximum levels. 


TIMES SQUARE DIM 

New York, April 30.—Advertisi 
spectaculars that have helped m: 
New York’s Times Square “t 
great white way” became the lat: « 
wartime casualty last night as tie 
army’s new coastal dim-out regu! :- 
tions went into effect for the dur .- 
tion. Designed to eliminate te 
city’s great cloud-glow of light that 
has silhouetted coastwise shipping 
for Axis subs, the army order also 
forced theaters and hotels to extin- 
guish their roof signs while sky- 
scraper lights above the 15th floors 
were off or dimmed. 

Hardest hit by the war regul:- 
tions was Douglas Leigh, Inc., which 
‘operates 16 Broadway - midtown 
|signs, including the R. J. Reynol:ds 
spectacular for Camels with ts 
‘soldier placidly puffing big smoke- 
‘rings over the heads of - theater- 
goers, and Frankfort Distilleries, 
Four Roses ad high atop the north 
)end of Times Square. 


subject to restriction. 
Potentially, the 


order 


affects 
every user of electric power. Large 


IT'S AN OLD SPANISH CUSTOMER 


We're fools for the visible, touchable, frangible, 


Maybe it’s Service, for instance, we’ll say, 
Like the Title Insurance and Trust, of L.A. 


But maybe the stuff that you sell’s an Intangible? 


We dug in their files for a story of history, 

Mixed it with romance and drama and mystery, 
Sprinkled it over with pintos and Panchos, 

And handed the public “Romance of the Ranchos,” 
Which shattered the record and shattered the rules, 


And is part of the program in hundreds of schools. 


Maybe you ought to find out what this station’s 


Able to do for your public relations. 


LOS ANGELES, 50,000 WATTS 


COLUMBIA'S STATION FOR ALL SOUTHERN CALIFORNIA e OWNED AND OPERATED BY THE COLUMBIA BROADCASTING SYSTEM 
REPRESENTED NATIONALLY BY RADIO SALES LOCATED IN NEW YORK, CHICAGO, ST. LOUIS, CHARLOTTE AND SAN FRANCISCO 


| Another liquor casualty was the 
‘animated “Wilson—That’s All” dis- 
/play at Broadway and 46th street. 

General Outdoor Advertising 
Company, which also operates a 
considerable number of electric 
|signs in the area was hard hit too 
Strangely enough, last night’s novel 
absence of the blazing lights proved 
as big an attraction to the public 
|as the spectacular displays normally 
were in the past. 

What was. probably Times 
Square’s best known advertising 
spectacular, the swimming fish on 
ithe big Wrigley gum sign, was 
|dismantled two months before last 
night’s war measure was put into 
| effect. 


Coffee Curb Ordered 


Restrictions on distribution of 
the entire United States supply of 
coffee have been ordered by the 
War Production Board. The order 
reduces the amount of coffee which 
may be delivered by roasters and 
accepted by wholesale receivers 
during any month to 75 per cent of 
deliveries during the corresponding 
period of 1941. Whether supplies 
will have to be rationed to consum- 
ers depends upon the shipping sit- 
uation and the volume of imports 


Dean Leaves J-W-T 


Sidney W. Dean, Jr., vice-presi- 
dent of J. Walter Thompson Com- 
pany, New York, has resigned to 
join the Office of Coordinator of 
Information in Washington, D. C 


NEW HAVEN 


P. Blake of New Haven is crediied >! 
the U S. Patent office with inyentins 
the cork screw under Patent No. 27,5! 
under the date of March 27, 1860. TD 
invention of the cork screw was no * 
succesMul patent in the besinnins 
owing to the extensive use of hardwood 
stoppers and it was not until sever?! 
years later that the cork screw beca™ 
universally used. 


Che New Haven Register 
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MADE TO STAY Baio Lone 7 P OINT OF 
we | PURCHASE 


waver ONLY , 

RROWED BULRSNATCHER Any desired number o 

THAT BULB/ = B-RRING HOME cards — each litho- 
' 49 SOME BULRS/ 


em. laws Sey .\ 4 graphed on both sides 
: Wan > 2° — can be inserted in 

A! "aye © this unique easel dis- 
GE's @ play. It's a powerful 
AND and economical multi- 
RIGHT duty display piece that 
sizes/ cuts stock requirements 
tremendously. 


LISTEN- YOU 


~ 


¢; EMAZOA LAMPS 
a om THESE LOW PRICES” 
we Popular Sizes - 


10.13 


EPISODE 1. 


= 


. ON ONE SIDE OF CARD @ 


UR industrial life is built around mass distribution and advertising. We 
must keep business soaring ahead — not as usual, but more intensively 
and efficiently — to develop profits for financing our victory effort. 

For months we've been developing ways and means whereby advertisers 
can maintain their indispensable sales tools at the Powt of Purchase and do so 
in a manner that will permit substantial savings in paper and paperboards. 

This Genera Eecrric Window Display is but one example; we've shown you 
others; still others are in process. We can help YOU, too. 


Write, wire or phone for a FORBES sales executive to call. 


FORBES 


~~ cA ‘DISPLAY STORY IN TWO crIsoDEs| aa 
= EPISODE 2. 


MADE TO STAY Brighter CONGER 
a Le A» 
semen . ts 


* WHAT you GE] T 
WHEN YOU 


DONT FORGET 


G-E MAZDA | 
LAMPS /”//j: 


avoid 
BULBSNATCHING 
BATTLES / 


; MAZDA LAMPS 


AT THESE LOW prices 
Popular ‘Sizes : 


fe 


acai 
"ON OTHER SIDE OF CARD 


APP 


Buy Bonds and Scenes 


Regularly 
Do your part in 
Civilian Defense 


a LITHOGRAPH C 0. 


Aiea Pp. 0. BOX S13 * BOSTON: 


NEW YORK CHICAGO CLEVELAND 


ROCHESTER 
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Teel Account 
Shift to Biow 
Stirs Interest 


Cincinnati, April 30.—Announce- 
ment by Procter & Gamble Com- 
pany that advertising of Teel, liquid 
dentifrice, will be handled by the 
Biow Company, New York, effective 
July 1, today caused considerable 
speculation on the size of the pro- 
motion and the type of appeal 
which will be used for the denti- 
frice under the new regime. 

Teel advertising, which has 
been handled by H. W. Kastor & 
Sons Advertising Company, created 
something resembling a furor last 
year when it featured a_non- 
abrasive story highly competitive 
with paste and powder. Most news- 
papers and magazines refused to 
run the copy as originally offered, 


and only after major alterations 
were made was the campaign 
accepted. It has been running 
since. 


Teel has had an exciting but not 
spectacularly successful career in 
the dentifrice field. It is the only 
really important liquid, outselling 
all others by a wide margin, but 
it has been unsuccessful in attract- 
ing more than a minor share of the 
total dentifrice field. Sales of all 


liquids are _ estimated to have 
leveled off at something like 5 per 
cent of dentifrice volume, the bulk 
|of this business going to the Procter 
& Gamble entry. 

| In the field, it has been asserted 
|for years that liquids can’t compete 
‘with pastes and powders success- 
fully because they have a much 
|lower cleansing quality, and the 


° ° . | 
switch in agencies caused specula- | 


tion on the possibility that a new 
formula may be in the wind. With 
both pastes and powders plagued 
with packaging difficulties, it is 
obvious that liquids face a golden 
opportunity to widen their share of 
'the business. 

Biow is currently running a big- 
size newspaper campaign for Lava 
soap, another P & G product. 


Lord & Thomas 
Shifts Fairfax Cone 


Fairfax M. Cone, who has been! 


vice-president and copy chief of all 
offices of Lord & Thomas, will shift 
his headquarters from the New 
York to the Chicago office of the 
agency May 4. 

In addition to continuing his nor- 
mal duties, Mr. Cone will take over 
some of the activities of R. R. Far- 


yon, vice-president in L & T’s Chi- | 


cago office, who resigned recently 
to become vice-president and gen- 
eral manager of Quaker Oats Com- 
pany in Canada. 


|of about 120 stations. 


throughout 
|arrangement with the War Depart- 


| Campbell-Ewald, 


General Motors 


| 


Returns fo Radio 
with Soldier Show 


New York, April 29.—Unless a 
last-minute hitch of some kind 


|develops, General Motors Corpora- 


tion will return to network radio 


after a four-year absence on June) 


2 when it will launch “Cheers From 
the Camps” over a CBS lineup 
The program 
be aired from army camps 
the country, through 


will 


ment 
from 


and the USO, 
9:30 to 


on 
10:30 p. 


Tuesdays 
m., EWT. 
Detroit, is the 
agency. 

General Motors will utilize the 
hour broadcast to link men in the 
armed forces with their families at 
home and U. S. soldiers now sta- 
tioned abroad. The program will 
also give the soldiers reports from 
the production line, assuring them 
of ever-increasing support in 
form of fighting implements from 
American workers and industry. 

Another program in an as yet 
undetermined number of GM plant 


= 
9 
You can’t meet today's 
with yesterday's plans 
The old rules won't work in business today. There are sales problems to- 
day ... big ones... perhaps the biggest that American business has ever 
faced. But they are not insurmountable. They must be dealt with. Com- 
placency won't solve them. It takes tactics . . . modern sales tactics like 
selective selling and distributing. 
ELECTIVE SELLING and adver- plied. Newspaper advertising moves 
tising are the keys to profitable fast, is flexible, easily concentrated 
operation today. They mean choos- where you can control it and get the 
ing markets that can be supplied... best results from it. It is the select- 
that want to be supplied, and con- ive advertising medium for selective 
centrating sales expense and effort selling. 
where profits can be made and sales : 
positions held or bettered. Time seevennnnnnnnnn H 
will come when these strongly en- : NG : 
trenched markets will be the key : SELECTIVE prsone 
points for expansion when peace : NEEDED H _ ; 
again comes to earth. : In a southern ne 4 serpin i 
Modern sales tactics call for mod- advertised brand b- t the pucneee i 
col a . der received 24.\ /o ° T : 
ern advertising distribution. The ver a period of six months. yor : 
newspaper fills the need, because eatonal advertised brands “i : 
advertising in it can be placed in the scouring powder received 7.4%o re : 
markets where you want it to go. . . 22.9%, of the business over 
without wasted excess on areas that same period. : 
can't be sold and perhaps not sup- : : 
NEW YORK .World-Telegram COLUMBUS . . 0 . Citizen Tart? DENVER . . Rocky Mt. News EVANSVILLE... .... Pres 
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INMIANAPOUS Tomes KNOXVELE . . . News-Sentinel WASHINGTON. ..... News & PASO... .. Herald Post 
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the | 


| cities 


is planned as part of an 
jemploye morale campaign. This 
program will use _ transcriptions 


,over local stations and will drama- 
tize work in plants tying in with 
Army and Navy needs. 


General Mills to Blue 


General Mills will switch “Lone 
Ranger” for Korn Kix and “Jack 
Armstrong” for Wheaties from Mu- 
tual to the Blue Network. Both 
programs will be signed for a 52- 
week period. Beginning May 4, 
\““Lone Ranger” will be heard Mon- 
days, Wednesdays and Fridays on 
65 Blue stations on a _ staggered 
|schedule aiming at the 6 to 6:30 
p. m. local time in as many cities 
as possible. 

“Jack Armstrong” will be aired 
for Wheaties Mondays through Fri- 


days, beginning Sept. 14, in a 15-) 


minute period somewhere between 
5 and 6 p. m., EWT. The exact 
|time and number of stations which 
'will carry the serial has not yet 
|been determined. Blackett-Sample- 
| Hummert, Chicago, is the agency 
for “Lone Ranger” and Knox 
/Reeves, Minneapolis, handles “Jack 
| Armstrong.” 

New Pepsi-Cola Show 

| Pepsi-Cola Company will launch 
|a five-minute daily program over 
(171 stations of the Blue Network 
starting May 4. Revolving around 
| the “Pepsi-Cola hits the spot” jingle 
and featuring Ramona and the Tune 
Twisters, Pepsi-Cola will give four 
$25 war savings bonds nightly as a 
prize for the best four jingles sub- 
mitted, set to the Pepsi-Cola tune. 
The contract is for 13 weeks. 
Newell-Emmett Company the 
agency. 


is 


Lorillard Switches 


P. Lorillard Company has! 
switched “The New Old _ Gold 
Show,” formerly heard on Fridays 
over 69 Blue stations, to a network 
ot 51 CBS outlets. With an en- 
tirely new cast, featuring Nelson 
Eddy and Robert Armbruster’s or- 
chestra, the show will be aired 
Wednesdays from 8 to 8:30 p. m., 
EWT, for Old Gold cigarets. J. 
Walter Thompson Company is the 
agency. 


Wrigley Switches Show 


“The First Line,” an informa- 
tional series donated to the Navy 
Department by the William Wrig- 
ley, Jr. Company, will change its 
broadcast time from | Thursdays, 
10:15 to 10:45 p. m., EWT, to 10 to 
10:30 p. m. on the same evening, 
effective May 7. The program is 
heard over 69 CBS outlets. Arthur 
Meyerhoff & Co. is the agency. 


Chesterfield Changes Time 


Liggett & Myers Tobacco Com- 
pany will shift the time of Glenn 


a 


May 4, 


Miller and his orchestra, aired ; 
Chesterfield cigarets over 97 CRS 
stations, effective May 5. N, 
heard Wednesdays, Thursdays a; 
Fridays from 10 to 10:15 p. 
EWT, the time will be changed ; 
Tuesdays, Wednesdays and Thurs 
days from 7:15 to 7:30 p. m., wit 
a rebroadcast at 11:15 p. m. Newe!] 
|Emmett Company handles the Ch: 
terfield account. 


= 


CBS Wins Billboard 
Exploitation Award 


Billboard today awarded CBS 
honors in the network division , 
its annual radio exploitation sur: 
The award was based on the n 
chandising and sales promotion 
tivities of the CBS program pror 
tion department, headed by Tho: 
D. Connolly. 

Other first place awards included 


clear channel division, KPO, San 
Francisco; regional stations, WEE], 
Boston; local stations, WGEY. 
Charleston, W. Va.; advertis ng 
agencies, Young & Rubicam. 
Special promotional awards for 
individual promotions and _indj- 


vidual programs went to KNX, Los 
| Angeles; WSM, Nashville: WBIG. 
Greensboro, N. C.; Louis G. Cowan 


Company, Chicago, producer of 

“Quiz Kids,” and Ralph H. Jones 

Company, Cincinnati. 

Radio Office Re-opened 
Pedlar & Ryan has re-opened its 

Hollywood radio production oflice 

to handle the 15-minute Dinah 


Shore program for Bristol & Myers’ 
Mum and the Freddie Martin series 
for Lady Esther. Bill Lawrencs 


in charge of production and min- 
agement of the Hollywood office 
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GAIN and LOSS 7 ADVERTISING LINAGE 
MAGAZINES: sss cusnnen, 1s. sr uae, 10 


LOOK 51% 
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4 L.H. J.35% 
ing 
~~ THE PUBLISHER'S INFORMATION BUREAU, 
. ‘ recognized impartial recorder of factual 
, trends in advertising, has published these 
ie | figures which reflect the shifting How of 
“= [| consumer-advertising space as we moved McCALL’S 23% 
= from an economy of peace to an all-out 
] \ war effort. 


j W.H.C. 12% 

7 

’ 

4 

GOOD HOUSE. 4% 

; if 
LIFE 2% We a 
—— Be 
COSMOPOLITAN 1% 
) 
4A 
F TIME 8% 
NEWSWEEK 10% 
| B.H.& G.11 
| COLLIER’S 11% % 
me REDBOOK 12% 
LIBERTY 15% 

sen" 
ae S.E.P.21% 
VS AMER. HOME 22% 
4. ¥ 
or AMERICAN 27% 
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exclusive sales territories in which 
each has a big stake in the organ 
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Hammond Begins 
‘Sustaining’ Drive 


for Its Organs 
Sets Up Far-Sighted 


Program to Keep 
Name, Products Alive 
Chicago, May 1.—Despite curtail- 


ment of production and the exist- 
ence of numerous conditions which 


have a seriously adverse affect on | 


its sales possibilities, Hammond In- 
strument Company will launch a 
new campaign to carry through 
1942, beginning with June issues of 
magazines. 

The campaign, placed through 
George H. Hartman Company, is 
the start of a long-range, sustained 
program intended to keep the com- 
pany name and products alive for 
the duration, in the face of greatly 
reduced civilian production which 
is rapidly being replaced by highly 
specialized manufacturing for the 
Army. 

The schedule includes American 
Home, Time, House Beautiful and 
House & Garden as well as religious 
publications and trade papers in 
the mortuary and music field. Copy 
will be devoted entirely to the 
seven - year - old Hammond organ, 
the company’s principal product, 
and volume of advertising will be 
at about the same rate for this in- 
strument as last year. 


No Solovox Copy 


Total appropriation, however, will 
be cut almost in half due to stop- 
ping of advertising for the Solovox, 
Hammond's newest product, which 
was backed from the time of its in- 
troduction 18 months ago with 
color ads in The Saturday Eve- 
ning Post, with Collier’s added this 
year. With Solovox production 
now completely halted the company 
feels they can do the best sustain- | 
ing job by concentrating on the 
thoroughly established Hammond 
Organ, the campaign for which will | 
again serve as a_ springboard for | 
post-war promotion of the Solovox 
and such other electronic musical 
concoctions as are likely to emerge 
from Hammond laboratories. 

Dealer helps and promotion items | 
that will help the long-range effort 
are being maintained. For example, | 
the company will continue publish- | 
ing its monthly magazine, the 
“Hammond Times,” an_ external | 
house organ which Hammond mails 
to all Hammond organ owners and | 
furnishes free to dealers who use it 
for direct mail advertising to pros- 
pects. Circulation is over 50,000. 
This is the mainstay in Hammond 
plans to help dealers keep up some 
merchandising activities on _ its 
products. 

Their 89 organ dealers have large 


Rewscolr “Division CLEVELAND 


There are more de luxe and 


far costlier color printing 
methods than Newscolor. But 
there is none more potent in 
getting results. Send for 
samples of low-cost folders, 
broadsides, booklets. 


SHOPPING NEWS 


business. The company feels deal- 
ers can keep their prospects alive 
and preserve the positions they 
have gained by such tactics as keep- 
ing up “Times” mailings to prospect 
lists; keeping at least one organ and 
one Solovox on the floor after all 
deliveries cease and demonstrating 
them at every opportunity; selling 
organ prospects on the idea of tak- 
ing lessons to further develop and 
maintain their interest; renting the 
instruments for public and private 
affairs; and so on. 
Explains Its Attitude 


As soon as Hammond began con- 
verting its facilities to war produc- 
tion the sales department and 
agency went into a huddle and 
emerged not only with the outline 


‘for 1942’s advertising but with what | 


they called the basic pattern for | 
continuous advertising for the dura- 
tion of the war, aimed at doing an 
effective job even if production of 
Hammond musical instruments 
ceases entirely. The purpose of the 
campaign was outlined in the) 
monthly sales letter to dealers thus: 

“For the duration, Hammond 
plans to help in the job of keeping 
your name, your industry, your 
merchandise before the public. 


|We’re going to continue to help 


with the job of educating people to | 
the value of music in their daily 
lives and in their churches. We feel 
a deep responsibility to keep alive 
the market for Hammond instru- 
ments, first, to keep our company 
alive and virile in the post-war 


‘our dealer-merchandise 


market; second, in 
shoulder our full share of the job 


of post-war reconstruction by pro- | 


Remington Named V.-P. 


Horace W. Remington has be 


viding jobs for employes and lines 
of lively, marketable products for 
tuned to 
consumer needs and desires, with 
ready, stimulated markets waiting 
for it.” 

Like any entirely new product, 


|the Hammond organ aroused con- 


siderable interest in business circles 
when it was introduced in 1935. 
Sales to churches were immediately 
phenomenally high, but Hammond 
has always wooed the huge home 


market above all others and as a/| 


result sales in this classification 
climbed steadily. In 1941 for the 
first time home sales took the lead 
over churches, accounting for 39 


so doing to 


——s 


per cent of total sales to 34 per c 
for churches. 


elected vice-president in charge 


foreign operations of the Colgat 
Company, Jers 


Palmolive-Peet 


City, N. J. Formerly manag 


director of the company’s subsidiar 


nt 


en 
of 
e- 


in Australia, he left there in 1933 


to become sales and adverti 


manager of the foreign departmen 
at the ho; 


with headquarters 
office. 


To New Headquarters 

Redfield - Johnstone Adverti 
Agency has moved its offices f 
247 Park avenue to 420 Mad 
avenue, New York. 
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New Standard Oil 
Copy fo Feature 
Long-Lived Cars 


Conservation Theme to 
Dominate Heavy 1942 
Promotion by Company 


By JOHN B. MILLER 


Chicago, April 30.—The Standard 
Oil Company of Indiana, although 
devoting much of its fuel and lubri- 
cant production to the armed forces, 


war industries and farm front, will 
keep its name before the public this 
spring and summer with public 
service copy emphasizing the car 
conservation theme. 

The company will concentrate 
most of its advertising in daily and 
weekly newspapers in the 13-state 
Midwestern region where its gaso- 


line, motor oil and other petroleum | 


products are marketed. Wesley I. 
Nunn, advertising manager, who re- 
vealed the company’s 1942 advertis- 
ing plans here yesterday, said a 
total of 1,816 newspapers with a 
combined circulation in excess of 
14,600,000 will carry copy featuring 
case histories of motorists who have 
achieved maximum mileage from 
their now-precious tires and cars. 
Standard Oil also will employ farm 


and business papers, radio, outdoor, 
point-of-sale and direct mail mate- 
rial in its new campaign. 

The 1942 theme is in sharp con- 
trast to the peacetime competitive 
appeals used in 1940 and 1941— 
“Motorists throughout the Midwest 
Choose Red Crown Gas 2 to 1’- 
and to the “Why gamble on guess- 
oline?” campaign abandoned last 
January in favor of a wartime save- 
your-car appeal. 


Tire Care Featured 


Initial 740-line newspaper copy, | 
breaking this week in the list of 540 
dailies and 1,276 weekly newspapers, 
tells the story of a Hammond, Ind., 
motorist whose automobile is “roll- 
ing on the original rubber” after 
45,104 miles—and still good for an- 


= 


stant flame. 


future... because, for them, home is a never-ending 
interest... they comprise a market less subject to dis- 


location, unique in 


Today, the job of running a home demands more 
care, more foresight in buying, than in generations. 


Oda group of people in America stands always with 
eyes raised confidently to the horizon. 

That group consists of familics for whom home is the 
most important thing in life... for whom the love of 
home is an emotion that burns with a pure and con- 


Because these families are a/ways planning for the 


its deep-rooted stability. 


And so America’s biggest suburban home market — 
more than 2,470,000 families—turns with stimulated 
enthusiasm to Better Homes & Gardens, the magazine 
that has a/ways helped solve home purchasing prob- 


Centered entirely on the home, Better Homes & a 


HOME...A NEVER-ENDING INTEREST! Ps He 


lems, and that is giving exceptional help today. 


Gardens, from cover to cover, is concentrated emotion... a 
. . . is 4 7 . 

emotion you can put to work in keeping your name and we b. # 

product alive in the country’s best established market. Pipe 


Better Homes & Garden 


—Helping more than 2,470,000 Suburban Home Families Plan for 
Today—and Tomorrow. America’s Biggest Suburban Home Market 


CAMPAIGN OPENER 


“" 
9S 
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“Rolling on the original rubber” after ™ P 
r.% 
as ue 
A story of tire life 
Neo cestecerme, {pena 
ona SERVICE 
Ss 
WO ae fs 38 
| YOUR STANDARS OF DEALER i Can ¢ LVATION MEABQUARTERS | 


Case histories of well-traveled tires and 
cars, like the 740-line advertisement 
shown here, will form a prominent part 
of the spring and summer campaign just 
launched in newspapers by Standard Oil 
Co. of Indiana. The petroleum industry's 
conservation slogan and the war bond 
drive also will be promoted. 


other year of the same kind of serv- 
ice. Tire care, the ad points out, is 


| part of the approved car conserva- 
| tion schedule offered by Standard 


Oil dealers. Copies are provided 
for distribution at the point of sale 

Another case history, a car pur- 
chased in 1938 and is still traveling 
after 103,000 miles, furnishes data 
for a subsequent ad stressing the 
importance of quality gas and oil, 
accurate tire gauges and the deal- 
ers’ Standard tire-life estimator 
chart. 

The Petroleum Industry Wan 
Council’s wartime slogans, “Oil Is 
Ammunition Jse it Wisely” and 
“Care for your Car—for your Coun- 
try,” and the sale of war stamps 
and bonds also will be promoted in 
newspaper copy. 

Advertising of tractor fuel, lubri- 
cants and other products is sched- 
uled for 26 national and state farm 
papers and, starting this week, 90 
radio stations in the Midwest area 
will carry noon-time broadcasts six 
times a week on a 13-week basis 
featuring farm news and awards of 
war bonds to farmers for outstand- 
ing agricultural accomplishments. 
Advertising for industrial and fleet 
fuel and oil, asphalt, candles, sprays 
and other products will appear in a 
total of 52 business papers, two 
more than were used last year. 

Outdoor advertising scheduled by 
the company will include 24-sheet 
posters promoting gas, oil and the 
industry’s war council on more than 


9,400 panels in 1,213 towns and on 
highways. Five thousand highway 
approach signs will be used, as well 
as banners, curb signs and window 
stickers. Available for distribution 
by the company’s dealers are the 
car conservation schedules, tire-life 
estimator charts and War Council 
folders. The campaign will be aug- 
mented by maps and such direct 
mail material as statement and 
credit card enclosures, special mail- 


AY,” £55 -siaieeneipee 
cing 


E. 
STANDARD OIL COMPANY (INDIANA) 


This full-page message, in May issues, 
constitutes a part of the copy which 
Standard Oil Co. of Indiana will carry 
in business papers. Services and prod- 
ucts will be advertised in a total of 52 
publications this year. 


ings promoting each Standard Oi) 
product and monthly publication ot 
“Standard Service News” for deal- 
ers and “Standard Truck Service 
News” for agents. 

The company will circulate six 
sectional, 14 state and six city high- 
way maps. In hopes that much 
paper which was formerly used for 
highway maps can be diverted to 
manufacture of cartons and boxes 
for packaging shells, cartridges and 
other war materials, according to 
Mr. Nunn, this appeal will be 
printed on 1942 maps: “Help na- 
tional defense. Conserve’ paper 
Save this map for future use.” 

McCann-Erickson, Ine., handles 
the account. 


To New England T&T 


Bartlett T. Miller, communica- 
tions chairman for the Massachu- 
setts committee on public safety, 
has been appointed assistant to the 
president of New England Tele- 
phone & Telegraph Company, Bos- 
ton, in charge of public relations 


Collins to Steel Company 

Carl I. Collins, formerly district 
manager for American Steel & Wire 
Company, Worcester, Mass., has 
become executive vice-president cf 
Wickwire-Spencer Steel Company, 
New York. 


the standout station for low cost coverage 


Covers more families at lower cost per thou- 


sand than any other major Chicago station, 


as proved by the impartial NBC all-county 


survey. Telephone or write today for the 


facts and figures of this revealing survey. 


Don’t overlook the responsive audience of this 


Basic Blue Network Station 
50,000 WATTS ON A CLEAR CHANNEL — 890 k. «. 


a £% -a7s EAs, en", 
x - <a, ——_, give: 
Y SF a “2 besivess wire THE 


WENR is represented nationally by these Blue Network Spot Sales Offices 


New York 


Chicago 


Sen Francisco 
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Improving Space Selling 
Methods 


Frank E. Tripp, general manager 
of the Gannett Newspapers, made 
some frank comments regarding 
newspaper sales methods at the Bu- 
reau of Advertising session during 
the recent ANPA convention in 
New York. They needed saying, 
and could have been said effectively 
only by a newspaper executive. 
They resulted in 
the bureau of a strong resolution 
urging newspapers to confine their 
solicitations of national accounts to 
those charged with the selection of 
media, and to refrain from using 
pressure from local distributors as a 
means of switching or 
schedules. 

Mr. Tripp told his fellow publish- 
ers that advertisers should be per- 
mitted to use newspapers in the 
way they want to use them, “with- 
out buying their way into a civil 
war.” 

“We can’t survive much longer 
the kind of selling that bedevils an 
advertiser through his distributors, 
his salesmen and his retailers, and 
convinces him that when he stepped 
into newspapers he did the biggest 
damn fool thing he ever did in his 
life,” declared the outspoken Mr. 
Tripp. 

While the newspapers have made 


Industry Advertising Is Needed 


Among the leading trade associa- | 


tions which were singled out for 
distinction through awards made at 
the annual convention of the United 
States Chamber of Commerce in 
Chicago last week, many were note- 
worthy for contributions relating 
directly to the marketing activities 
of their industries. While the Farm 
Equipment Institute received the 
principal award for its fine work in 
surveying the industry’s needs for 
critical materials in producing es- 
sential farm machinery and equip- 
ment, the list of those receiving 
honorable mentions included others 
like the American Meat Institute, 
American Honey Institute and Mil- 
lers National Federation which 
through research and _ promotion 
have guided their industries in the 
development of marketing and pro- 
motional activities in line with war 
conditions and the current 
of the American public. 

In presenting the awards on be- 
half of Jesse H. Jones, Secretary of 
Commerce, John H. Morse, chief of 
the Division of Commercial and 
Economic Information, made some 
significant comments which might 


needs 


the adoption by | 


splitting 


this type of selling an issue by at- 
tempting to establish standards of 
practice under which destructive 
methods will be abandoned, it 
would be unfair to say that they are 
the only class of media in which 
undue pressure on secondary fac- 
tors has embarrassed advertisers 
and rendered more difficult the 
maintenance of advertising plans. 
Other media have had the same dif- 
ficulties, but perhaps they have 
been given more prominence in the 
newspaper field, because of the 
large number of media and repre- 
sentatives frequently involved in 
national advertising situations. 

We think the comments made by 
Mr. Tripp, and the warnings pre-| 
sented to newspapers through the 
Bureau of Advertising resolution, 
might be studied with profit by rep-| 
resentatives of all classifications of | 
publications and other media, In| 
these days particularly, when all | 
interested in the maintenance of ad- 
vertising must devote their best 
efforts to selling the need and func- 
tion of advertising in general, sel- 
fish, destructive sales methods are 
not only not in order, but represent 
a real menace to the successful use 
of advertising facilities 
ices of all kinds, 


and serv- 


well be emblazorea on the banners 
of these important trade and indus- 
trial groups, which through co- 
operative effort are doing so much 
to improve current operations and 
to prepare for the future. 


“We hope,” said the speaker, 
“that trade associations will lead 
their industries in the task of 


keeping desire for their products 
alive in the minds of Americans 
whose hands are wholly engaged in 
winning the war. Demand for those 
products will have to be deferred 
in many instances. Keep that de- 
ferred demand from dying by keep- 
ing the public mindful of it. And 
make friends for your industry by 
telling people how to prolong the 
usefulness of their present sup- 
plies of your products. The difficul- 
ties of individual action in this crisis 
increase the power of united action. 
The Department of Commerce 
urges you to make full use of this 
opportunity.” 

This is a sound program for in- 
dividual effort, and an even more 
specific assignment for cooperative 
effort through well organized trade 
associations. 


jappearing in 


ithe Ministry 


THERE OUGHT TO BE A PLACE 


Men's 


KPRAREL 


‘ 


bes ECKSTENN 


. 


Ven's Apparel Reporter 


"Can't you squeeze these in somewhere?” 


Ad-libbing 


Value of Advertisements 

This seems to be British Empire 
Week as far as Ad-libbing is con- 
cerned. We have just spent an 


|hour on Newspaper News of Aus- 
ltralia (which, if all goes well, you 


will find quoted further along in 
this column), and now we are 
busily engaged in reading the April 
4 issue of The Newspaper World of 
London. The World is filled with 


interesting material, including much | 


pro and con discussion on the of- 
ficial warning given the Daily 
Mirror and an advertisement for the 
advertising branch of Natsopa, “the 
only trade union with the interests 
of advertising employes at heart,” 


which urges copywriters to sign up. | 


But what interests us most is a re- 
port of a Parliamentary debate on 
the volume of advertising in busi- 
ness papers: 

Mr. Ness Edwards asked the Min- 
ister of Supply what he thought of 
the large volume of advertising still 
English business 
papers, and in particular mentioned 
The Engineer, whose current issue 
contained 62 pages of advertising 
and 21 of reading matter. Most of 


ithe products advertised are unob- 


tainable without permission from 
of Supply, Mr. Ed- 
wards said, and isn’t this all a 
waste? Well, the Ministry’s spokes- 
men spoke up in the usual minis- 
terial way, saying that the whole 
question was being looked into, but 
that all business papers were op- 
erating under paper rationing, that 
they normally carried a lot of ad- 
vertising, and so forth. But then: 

“Sir H. Williams asked: ‘Is the 
Minister aware that engineers are 
in the habit of regarding the ad- 
vertisements sometimes as the most 
valuable technical material in the 
paper?’ Sir A. Duncan replied that 
he was perfectly aware of that. 

“Mr. Higgs asked: ‘Are’ you 
aware that the advertisements are 
of more value to the engineer in 
this particular paper than the edi- 
torial matter?’ ” 

All of which indicates that there 
is some knowledge of business 
papers, and of advertising, in the 
British House of Commons. 


Jottings 

A smart gal in Canada bought : 
quarter page in the April 18 issue of 
Marketing to run a blind for a job, 
utilizing the ADVERTISING AGE edi- 
torial, “Women in Advertising,” as 
her copy appeal... 

The Cochrane Company, Boston 


| What 


public relations outfit, says a mail 
survey it has made reveals mainte- 
nance of goodwill where regular 
business has been seriously affected 
is rated the most vital wartime 
advertising job by top flight execu- 
tives. Others of the first ten, in 
order, were: to promote more effi- 
cient use of goods and services; to 
explain shortages and price in- 
creases; to contribute to the general 
war effort; to secure acceptance of 
necessary substitutes; to sell usual 
products in the regular way; to tell 
company’s part in the war effort; 
to cultivate new war-created mar- 
kets; to replace sales calls to trade; 
to replace sales calls to large cus- 
tomers. . . 

“Miss TTC” has made her ap- 
pearance on busy downtown streets 
in Toronto. She’s a new addition 
to the force of Toronto Transpor- 
tation Commission, her job being to 
sell tickets so fumbling for change 
won't be necessary after the car has 
been boarded. . . 

Wohl Shoe Company, St. 
who won the Chicago Federated 
Advertising Club award for an out- 
standing direct mail piece produced 
in 1941, is proud of its award, but 
pleases the company most 
about the direct mail piece in ques- 
tion—a 25th anniversary book— is 
that it contained so much interest- 
ing information on the shoe busi- 
ness that almost 300 


schools, col- 


leges and libraries have requested | 


copies. 

Item from 
Australia: 
history of more than 80 years, The 
Advertiser, Adelaide, transformed 
its front page on Feb. 16, by replac- 
ing advertising with an attractive 
news display, including nine-col- 
umn streamer heading announcing 
the fall of Singapore. The change- 
over to news has followed the fur- 
ther reduction in consumption of 
newsprint, which is now only 32 per 
cent of the tonnage used in the year 
before the war.” 


Newspaper 


Additional item from Newspaper 
News: “Next to the announcements 
for new films, recent soap adver- 
tisements promise most to the pub- 
lic. How often performances meas- 
ure up to promises, only users of 
the products are competent to 
os” ws 

“Honesty shines forth from a 
product just as it does from a man 
You will find it in Listerine tooth 
paste,” say the current ads. Does 
this prove that honesty is the best 
polisher? 


— 


Information 
for 


Advertisers 


advertiser or 


|No. 1976. 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national] 
advertising agency 
executive writing on his business 
letterhead. 


Market 
bile, Ala. 

The John Budd Company offers 
this market study of Mobile and its 
trade area, with material interest- 
ingly presented and illustrated by 
photographs, maps and charts. [n- 
cluded are facts about war prod ic- 
tion in the area, population ind 
housing, payrolls, sales, and a ir- 


Data File, Mo- 


culation analysis of the Mobile 
Press Register. 
No. 1977. Tell the Most Important 


People in America, 
The Washington Post has issued 
this brochure, which brings out the 
point that 1942 is a year for insti- 


tutional advertising—for offering 
ideas and_ services. The Post's 
readership and _ influence among 


Washington officials is shown. 


No. 1978. Advertising that Meets 
Today’s Needs and Builds for 
Tomorrow. 

This 32-page booklet, issued by 

Engineering News Record, contains 

examples of informative, helpful 


/advertising copy for the engineered 


Louis, | 


construction field. Each of the 14 
advertisements was analyzed from 
the standpoint of how and why it 
helps readers and advertisers. 


No. 1979. 
nooga. 


Food Facts in Chatta- 

The Chattanooga Times has issued 
this file-size folder which provides 
an analysis of retail food linage in 
Chattanooga for a typical month, 


and a circulation study of the 
morning, evening and Sunday 
Times. Illustrations show examples 


of window displays provided as 
merchandising cooperation, and nu- 


merous testimonial letters  indi- 
cating advertising results. 
No. 1980. Teaching Your’ Brain 


Child to Walk & Talk. 

In this brochure, General Screen 
Advertising, Inc., offers up-to-the- 
minute facts about Minute Movies, 
advertising motion pictures for 
theater screens. Experiences 0! 
several advertisers in this medium 
are recounted. 


No. 1966. As Certain as Sunday. 
The firmly-rooted habit of Sun- 
day comic section reading among 
adults as well as children, and the 
certainty of assimilation of a 


| advertising message in this medium 


| by Metropolitan 


are brought out in this folder issue¢ 
Sunday News- 
The facilities of the 
Group are outlined, 


papers, Inc. 
Metropolitan 


| with figures on coverage and comic 


News of | 
“For the first time in its | 


section readership. 


No. 1968. WHN Coverage Mup. 
This folder contains a coverage 
map and market data for the new 
WHN guaranteed coverage ares, 
bringing the story up to date for 
the station’s new 50,000-watt power 


No. 1969. Case History of I 
Brewers. 

Kay Displays, Inc., has issued this 
portfolio of case histories of ! 
brewers using pre-tested K dis- 
plays. The material points t the 
value of pre-testing displays 4" 
the wisdom of calculating d sp!@)* 
on a cost per day basis. 


No. 1909. Toledo Market Da‘4. 
The Toledo Blade has issued th's 


file folder of sturdy board, «' gned 
to hold a continuing record of mat 
ket data which will be issuec from 
time to time. The current lease 
is a large, easy-to-read map met: 
ropolitan Toledo and _ its ree 
trading area, with market fac’ 
tabulated in each county, °nd ® 


summary of the data and exp!an@- 
tory notes. 
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Solving Today's N-- 


ESPITE the utter lack of certain materials 
and serious shortages in others, advertising 
and selling must go on now and tomorrow. Thi 
condition challenges the resourcefulness of Ameri 
can industry it calls for intensive research. 


For example, in the field of direct advertisins 


itself, research has developed new inks, new chem1 
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prestige and good will in the future. 

Compared with the use of one or two colors, the 
new advantages of FULL Color have multiplied 
under present selling conditions. Here are a few: 


1. FULL Color Advertising Material reflects the 
increased price of your products today. 


2. FULL Color Advertising Material se//s the 
higher-priced and higher-quality merchandise 
you are pushing today. 


3. FULL Color Advertising Material conserves 
paper, giving you a better advertising and 
sales piece in smaller area. 


4. FULL Color Advertising Material builds and 
holds your prestige for tomorrow. 


5. FULL Color Advertising Material anticipates 
and combats your competition in the tougher 
markets of tomorrow. 


Thousands of companies are finding it surpris- 
ingly easy and economical to switch from 1-color 
and 2-color literature to FULL Color—because 
Stecher-Traung Lithograph Corporation offers a 
sensational new development . . . FULL Color 
“Gang Run” Service that gives you 


FULL COLOR 
AT LOW COST! 


Yes, through this service you get sparkling FULL 
Color in your advertising material at a price com- 
parable with what you usually pay for only 2 
colors. Practically any work you have can be put 
on one of the many kinds of Stecher-Traung “Gang 
Runs,"’ in minimum quantities of 25,000—con- 
sumer folders, circulars, booklets, broadsides, 
streamers, displays, box wraps, cartons, labels, etc. 

You will be amazed at the savings you can enjoy 
on high-quality FULL Color lithography. Ask 
to see samples of our work, get our quotations on 


your jobs, and mail coupon for our free book. 


THIS NEW 28-PAGE BOOK 
IS YOURS 


for the asking! 
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How To Use 
FULL Color 
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Send today for our new book, just off the press. It tells 
how to use FULL Color easily and effectively in your 
advertising material—at low cost! It explains how 
to prepare FULL Color art work; contains valuable 
charts showing basic colors and derivatives; gives 
popular folder styles and sizes; tells the complete story 
of our service. It is packed with information that will 
save you time and money. Mail the coupon today! 


We have two large, modern plants, completely equipped 
to handle your work from start to finish. Quick service 
no matter where you are. We maintain sales offices in 
leading cities, with fifty traveling representatives ready 
to serve you, just as they are today serving hundreds of 
other progressive American firms, with 


Consumer Folders - Booklets + Circulars 
Broadsides - Labels - Box Wraps - Streamers 
Displays - Cartons - Folding Boxes 
Seed Packets - Merchandise Cards and Envelopes 


STECHER-TRAUNG 
LITHOGRAPH CORPORATION 


For Over 75 Years A Great American Institution 


ROCHESTER, N. Y. SAN FRANCISCO, CALIF. 
BALTIMORE HARLINGEN NEW YORK 
BOSTON HARTFORD OAKLAND 
CHICAGO HOUSTON PORTLAND, ORE. 
CLEVELAND LOS ANGELES SACRAMENTO 
COLUMBUS MACON ST. LOUIS 
DETROIT SEATTLE 
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Broaden Drive for 
Ballard Biscuits 
with Kraft Tie-up 


Louisville, April 29. — Assuring 
eventual coast-to-coast distribution 
of its paper-packaged OvenReady 
biscuits through a tie-up with the 
Kraft Cheese Company, Chicago, 
Ballard & Ballard Company has 
initiated its first national magazine 
advertising of a product long popu- 
lar in the South. 

The company, through Henri, 
Hurst & McDonald, Chicago agency 
which handles the account, intro- 
duced OvenReady buttermilk bis- 
cuits to the U. S. consuming public 
with a full-color page in the April 
26 issue of This Week Magazine. 
Identical copy, also in full color, 
will appear in the May 3 issue of 
The American Weekly. 


Ballard & Ballard, producer of 
Obelisk flour, pancake flour and 
feeds, has employed local news- 


paper advertising, as well as radio, | 


in the South for many years to pro- 
mote OvenReady biscuits. Its for- 
mer distribution area, from Texas 
to the Atlantic Coast and south of 
the Mason-Dixon line, will now be 
broadened to take in the Pacific 
Coast as well as other districts not 
formerly touched. Future adver- 
tising, it is expected, will be de- 
termined by results of the initial 
national copy and completion of 
distribution by the Kraft organiza- 
tion. 

Years ago the company empha- 
sized the time-saving appeal of the 
ready-to-bake biscuits, which are 
merely removed from the package 
and “popped into the oven.” The 
same appeal characterizes the cur- 
rent advertising, with a reminder 
that in the kitchen, as elsewhere, 
“every minute counts these days.” 
Ways of using OvenReady biscuits 
in meat casseroles, dumplings and 
shortcakes are illustrated, along 
with simple directions for preparing 
each dish. 

Cardboard packages for the prod- 
uct must be kept refrigerated, since 
yeast in the mixture starts working 
if too warm a temperature is per- 
mitted. The containers bear metal 
tops and bottoms, but the company 
expects no trouble on this score 
from a priority standpoint and—if 
worst comes to worst—is prepared 
to adopt substitute packaging. 

Dealer material tying in with the 
campaign includes overwire hang- 
ers which reproduce the ad and 
counter displays on which is pro- 
vided room for dealer imprints and 
promotion of allied products which 
go well with biscuits, such as but- 
ter, oleomargarine, jelly, jam or 
honey. 


Public Postal Meter 
Makes Chicago Debut 


A coin-operated U. S. mailbox 
that automatically stamps, post- 
marks and mails letters, the first 
ever to be purchased by the Post 


Office Department, has been in- 
stalled in the new Chicago Post 
Office. Called the “Mailomat,” the 
machine is manufactured by the 


Pitney-Bowes Postage Meter Com- 
pany, Stamford, Conn. 

The amount of postage on a letter 
8 regulated by dropping in coins 
ind adjusting knobs for the amount 
if postage necessary. The machine 
resembles the postage meter used 
videly in banks and_ business 
louses, and incorporates the same 
rinciple of stamped value instead 
f affixing glued stamps. 


Issues Fair Trade Book 


The American Fair Trade Coun- 
il, 11 W. 42nd street, New York, | 
a issued a brochure of statistics 
nd general information regarding 
the present status of state and fed- 
‘ral laws permitting the specifica- 
‘on of resale prices of trademarked 
merchandise. The book is titled 
sale Price Maintenance by 
leans of Fair Trade Laws in Force 
‘pri! 1, 1942,” and costs $1 per 
opy 


Gets New Account 


The Shenango-Penn Mold Com- 
any Dover, Ohio, manufacturer 
* Centrifugal bronze castings, has 
‘med Griswold-Eshleman Com- 
“ny, Cleveland, as_ its agency. 
‘fade publications and direct mail 


be used. 
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Ballard & Ballard Co., Louisville, is using 
this full-color magazine copy to intro- 
duce OvenReady, a _ long-established 
product in the South, to the national 
market for the first time. 


KGO Airs New Show 


Roos Brothers, San _ Francisco 
ready-to-wear store, is sponsoring a 
new show, “Speaking of Sports,” on 
Station KGO, San Francisco. 


National Research Issues 
Retail Copy Digest 

National Research Bureau, Chi- 
cago, has started a new service, a 
digest of retail copy broken down 
into the most commonly used copy 


appeals. The new service is called 
“Words” and is sent monthly to 
the trade. 

The digest reports good copy, 


stopper headlines and merchandis- 


ing trends, broken down into vari- 
ous retail classifications. The bu- 
reau’s address is 320 N. La Salle 
street. 


Healy to Serve on ABC 
Board of Directors 


Carleton Healy, vice-president 
and director of advertising for 
Hiram Walker, Inc., Detroit, has 


been elected a member of the board 
of directors of the Audit Bureau of 
Circulations. He succeeds James G. 
Carson, who is now with the War 
Production Board’s bureau of con- 
servation. 

B. T. Babbitt, New York, and P. 
Lorillard Company, New York, have 
been added to the bureau’s mem- 
bership. 


McNutt Names Seidman 


Nathan H. Seidman, president of 
Inter-Racial Press of America, New 
York, has been named a member of 
the National Nutrition Advisory 
Committee. 


FCC Freezes 
Radio Building 
for the Duration 


Washington, D. C., April 28.— 
Following a series of preliminary 
recommendations, the Federal Com- 
munications Commission has frozen 
for the duration of the war all 
domestic radio construction except 
for experimental high frequency 
and non-commercial educational 
stations. International broadcast- 
ing is not affected. 

The ban applies to standard, tele- 
vision, facsimile, relay and _ high 
frequency stations. Chairman James 
L. Fly said that further action may 
be taken to extend the ban to cover 
the only two exceptions to the gen- 
eral freeze order. Such proposals 
are still being studied. 

The order explained that ‘public 
interest demands that the require- 
ments of the armed services be met 
before materials and _ skilled per- 
sonnel can be used for the expan- 
sion of existing or the construction 
of new broadcast services.” 


Adds Publishing Account 


Flamingo Publishing Company, 
New York, has placed its account 
with Jasper, Lynch & Fishel, New 
York. 


Wassmansdorf Promoted 
Paul Wassmansdorf has been ap- 
pointed advertising manager of 
General Electric Company's appli- 
ance and merchandise department’s 


plastics division, Pittsfield, Mass., 
succeeding W. D. Haylon, who is 
now with the U. S. armed forces. 


Mr. Wassmansdorf was formerly in 
the appliance and merchandise de- 
partment’s advertising division at 
Bridgeport, Conn. 


Join New York Subways 


Ray Englehart, formerly assistant 
manager of Borden Company, New 
York, and Roger E. Vernon, adver- 
tising director of Whitman Publish- 
ing Company, New York, have 
joined New York Subways Adver- 
tising Company, as sales represent- 
atives 


. aa . 
Joins “Business Week” 

Arthur Carwardine, 
Western manager of Electrical 
Merchandising, has joined the 
Western staff of Business Week in 
Chicago. He succeeds P. D. Allen. 
who has resigned to accept a com- 
mission in the Navy. 


formerly 


Solid Timber Products Company, 
New York, has appointed Irwin 
Vladimir & Co., New York, to di- 
rect advertising for Solid Timber 
air raid shelters. 
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No ‘time-out’ now for buying ! 


ITH hundreds of thousands of men on night shifts, with mil- 
lions more going into the armed forces, buying is being con- 
centrated more and more in the hands of the woman. 
Today she is the only sure and stable purchasing element in the 
whole shifting scene. 
But hers is not an easy task. With shortages, rising prices, upset 
routines, family dislocations, each day brings difficult, new problems. 
The homemaker needs help today as never before. Where will she 
find it? For answer, study the group of magazines she is buying most 


More women are asking for and buying Woman's Home Compan- 
ion than ever before in history. It is a significant fact that you won't 
find such phenomenal gains in other types of magazines. Why? Be- 
cause the answers to women’s wartime problems appear on/y in cer- 
tain magazine pages—pages which have always distinguished women's 
magazines from all others—the service pages. 

These give the “know how” of nutrition, conservation, budgeting 
and family morale. That's the kind of war news women need and 
want today—and that’s what the Companion brings them. 

Thus the Companion with its traditional emphasis on practical 
help to women, is creating one of the most intensive readerships in 
publishing history. 
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Mail Order Men 
Find WPB Rulings 
Are Catalog Snags 


Job of Preparing Books 
Under New Conditions 
Brings Hedging 


Chicago, April 29.— Making up 
semi-annual catalogs, always a 
complicated if routine process, has 
assumed chaotic proportions as the 
mail order business titans struggle 
to adjust their books to suddenly- 
imposed War Production Board 
curbs. 

As Sears, Roebuck & Co. and 
Montgomery Ward & Co. settled to 
the task of readying the fall-and- 


winter book, certain changes are 
obvious: there will be priority 
hedging, and customers will be 


urged to buy “if you can qualify”; 
the books will probably be smaller, 


although Ward estimated that its 
book will be “approximately the 
same, although lines will be re- 
duced.” 


One mail order official estimated 


that the book wouldn’t be changed | 
so much this fall, but that the next| 
radical | 


catalog might see “really 
changes.” It has been anticipated 
for some time, of ‘course, that the 
loss or freezing of hard lines would 
put a hitch in the size of catalogs 
and in selling practice. Recent WPB 
orders, however, have put the cata- 
log makers on the defensive with 
such sweeping directives as the re- 
cent freezing order affecting all 
stocks of new plumbing and heating 
equipment, exclusive of retail sales 
of $5 and less. 

Both Sears and Ward have done 
a booming business in the past in 
hot air furnaces, stokers, bathroom 


outfits, hot water heaters and other | 
plumbing appliances that sell well | 
Unrestricted | 


above the $5 level. 
sales of such items are out for the 
duration, but some selling will be 
possible with federal certificates of 
approval. 

Two priority blanks are virtually 
certain to be included with each 
catalog, the P-84 and P-100. To 
take a typical case, if some of the 
family’s bathroom equipment goes 
haywire, the customer may fill out 
P-84, certifying that the purchase 
is in the interest of “public health 
and welfare,” and get replacement 
equipment. If a customer wants a 
furnace, however, so far as the mail 
order men know to date, he must 
write Washington and secure fed- 
eral blessing before he can enter 


CHROMART 
PRINT 


FROM YOUR 


KopAacHRome 


WILL YIELD SUPERIOR 


Cotor PLATES 


A fine Chromart Colorprint 

gives ort director, client 

and engrover the art-copy 

they like. Prices $38 up. 
Write! 


PHOTOCHROME 
837 N. FAIRFAX AVE. « HOLLYWOOD 


Overnight by Plane 


into purchasing negotiations. 


In most cases, purchasers must 
have’ certification either from 
Washington or from local WPB 


branches. A carpenter may buy 
tools, for example, if he is engaged 
in defense or essential non-defense 


work. A good example of essential | 
non-defense work is hospital repair | 


or construction. For defense work- 
ers who provide their own tools, 
| certification of time cards or letters 
| from employers will be necessary 
evidence before selling. 

Recent orders affecting style of 
women’s clothing were announced 
for enough in advance so that up- 
sets were avoided in catalog list- 
ings, and merchandising problems 
center more on supplies than on 
compliance with government regu- 
lations of retail trade. Similarly, 
materials is the problem in soft 
goods and textiles, although here 


the changing over of textile looms 
to government production may | 
eliminate some cotton and _ wool 


listings from the catalog. 
The collapsible tube order still 


plagues the mail merchandisers. In 
retail stores, of course, the order is 
no more irksome than it is for any 
other outlet, but in mail order sales 
the effect has been cataclysmic. 
Most of the customers do not send 
old tubes when ordering new mer- 
chandise, and the mail order house 
is forced to return their money, and 
advise them of the law in this re- 
gard. If the customer does send in 
the tube, he finds that the saving he 
would have accomplished is pretty 
well consumed in postage. Many of 
the tube-packaged lines are sold on 
a fixed price basis, with mail order 
prices showing little difference from 
other outlets, so cost of postage is 
important. On private’ brands 
where substantial savings were for- 
merly possible, the new restrictions 
have made it difficult for orders to 
be filled, and mail order sales have 
fallen off correspondingly. 
Meanwhile, the work of getting 
a catalog into production continues, 
but with many a hitch and correc- 
tion, and—as one observer put it— 


referring to pages that had been ap- 
| proved, then killed. One Sears offi- 
|cial summed it up by saying that 
| the catalog situation was in a state 
of flux, and that, since it was no 
good trying to outguess WPB, “we'll 
just have to take pot luck.” 

Robert E. Wood, Sears’ chairman 
of the board, declared at the com- 
pany’s annual meeting in New York 
earlier this week that the loss of 
/business in durable goods already 
|has cost the company $100,000,000 
in sales. By branching into other 
lines, however, it boosted first quar- 
ter sales up 11 per cent over the 
corresponding period of 1941 while 
operating profits were double those 
of last year. Sales and profits prob- 
ably will decline this fall and, he 
predicted, taxes will take approxi- 
mately 70 per cent of the operating 
profits. 


Keene Elected V.-P. 


Elmer J. Keene has been elected 
a director and vice-president of 


Industrial Starts Drive 

Industrial Undergarment Corpo- 
ration, New York, has launched 
summer campaign for Stardus: 
slips and blouses with black and 
white insertions scheduled to ap- 
pear in 13 national magazines. A 
new garment, Stardust Undi-Slac}:. 
is being featured in a_ separate 
campaign in Charm, Glamour. 
Screen Guide and Stardom. Norman 
D. Waters & Associates, New Yor':. 
is the agency. 


AFA Adds Six 


The following new members ha\ ¢ 
joined the Advertising Federatic) 
of America: Tide Publishing Com- 
pany, L. H. Hartman Company. 
Mears Advertising and William 
Weintraub & Co., all of New Yor: 
What’s New in Home Economics. 
Chicago; and Rochester Mfg. Com- 
pany, Rochester. 


To New Headquarters 


Wiltman & Pratt, Pittsburgh, has 
moved its offices from the Benedum- 
Trees bldg. to 201 South Craig 


“pages are jerked left and right,” | Stickney & Poore Company, Boston. street, Oakland, Pittsburgh. 


BASIC 


STATIONS—COLUMBIA 


BROADCASTING 


SYSTEM...G. 


A. RICHARDS, PRES: 
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Webster Cigars Adds 
Newspapers to List 


A 10-week newspaper drive in 14 
cities has been launched by Web- 
ster-Eisenlohr to supplement its 
current magazine schedule for Web- 
ster cigars which began last month. 
Insertions in 19 papers scattered 
across the country will be used on 
a once-weekly basis. Featuring 
military themes, the ads will appear 
in single and double column sizes. 

Magazine copy currently appears 
twice a month in Esquire, Life, 
National Jewish Monthly and The 
Saturday Evening Post. N. W. Ayer 
& Son is the agency. 


Anthony to McGraw-Hill 


Jack Anthony has joined Mc- 
Graw-Hill Publishing Company, 


New York, as sales promotion man-| 


ager of the transportation group, 
which includes Aviation, Bus 
Transportation and Transit Jour- 
nal. He was formerly on the copy 
staff of Batten, Barton, Durstine & 
Osborn, New York, and before that 
copy chief of Keeling & Co., In- 
dianapolis. 


| Ohio State Wins 


the palm should go to Ohio State, 


were Walter D. Fuller, president, 


Sales Management | Curtis Publishing Company; George 


Award for Colleges 


Philadelphia, April 29.—For out- 
standing work 
|field of American sales manage- 
ment, Ohio State University’s Col- 
lege of Commerce and Administra- 
tion was presented with the Howard 
G. Ford award here last 
hes the 3lst anniversary dinner of 
'the Sales Managers Association of 
| Philadelphia. Honorable mentions 
/were awarded to Indiana and Har- 
vard universities. 

Custom calls for presentation of 
\the major award each year to the 


company which makes the most | 
valuable contribution to develop- 
ment of sales management. For 


/1941, however, the competition was 
|confined to colleges and universi- 
ities on the basis of their work 
toward the same goal. 

Judges of the contest, who were 
unanimous in their decision that 


night | 


E. Whitewell, vice-president, Phila- 
‘delphia Electric Company; and 
George H. Duck, advertising man- 
| ager, Lee Tire & Rubber Co. 


in furthering the | 


LeBron to Jay Thorpe; 
Oppenheim Joins WOR 
Ruth LeBron, formerly with J. G. 
| Procter Advertising Company, New 
York, has joined Jay Thorpe, New 
| York, as director of advertising and 
publicity. Charles Oppenheim, III, 


|her predecessor, has joined the 
|press department of WOR, New 
York. 


Glauser to Cincinnati 
Glenn Glauser, 


formerly con- 
vention manager of the Waldorf 
Astoria, New York, has_ been 


appointed assistant manager of the 
Cincinnati Chamber of Commerce 
convention bureau. He _ succeeds 
Lieut. John D. Rockaway, who was 
recently called to active service in 
the Army. 


Suggests War Rules 


for Appliance Dealers 

The Wisconsin Radio, Refrigera- 
tion and Appliance Association has 
recommended to its members that 
effective May 1, appliance distribu- 
tors close on Saturdays, keeping 
within the limit of a 40-hour week, 
and that service departments be 
maintained, if necessary, on a skele- 
ton crew basis. 

Other suggestions were that retail 
members of the association reduce 
night opening of stores from the 
present three and four nights a 
week to two nights, that all mem- 
bers of the industry petition the 
WPB to liquidate domestic refrig- 
erator stocks now in distributors’ 
hands, and that members standard- 


ize service technique, billing and 

prices. 

Celebrates Centennial 
Ketterlinus Lithographic Mfg. | 


Company, Philadelphia, is celebrat- 
ing its 100th anniversary. Though 
the plant has been enlarged, the 
company has never moved from its 
original location at 413 Arch street. 


EDWARD PETRY 


AND 


“We shall win...or we shall die!” 


General Douglas MacArthur 


ee fighting words! 


... they came from the distant shores 


of Australia... from the lips of a Soldier. 
... simple words of one syllable. 


...not words for pretty picture frames, 
but a guiding spirit for our hearts, our 


hands and our voices. 


... that spirit must pervade every pro- 
gram that is entrusted to the far-reaching 
voice of Radio. 
... these are times when every word which 
passes through America’s microphones 
must be genuine and sincere, hard-hitting 


and convincing. 


...these are times for fighting words! 


The Great Stations of the Great Lakes 


KMPC, BEVERLY HILLS, CALIF.—UNDER SAME MANAGEMENT 


COMPANY, 


-_— 


ie ¢., NATIONAL 


REPRESENTATIVE 


dent 
ment maker, Auto-Lite will try to 
assume a 
the 
| service industry during this difficult 
period.” 
buy 
from service men, and to demand 
guarantees of “like-new” perform- 
ance. 


Collier's, 
Post, Time and U. S. News. 
rauff & Ryan directs the account 


J. A. Wilkin Advanced 


Ohio 
Spark Plug Company, has been ap- 
pointed district sales manager for 
Zone 
eastern states. 
Radbone, who retired because of il] 
health. 


NEW CAMPAIGN 


Auto-Lite actually means “Auto Life,” 
the Electric Auto-Lite Co. will tell motor- 
ists in a new series of institutional ads, 
all full pages in color, to run throughout 
1942 in Collier's, The Saturday Evening 
Post, Time and United States News. 


Saving Ignition 
System Is Aim of 
Auto-Lite Drive 


Toledo, O., April 29.—Advertis- 


ing designed to keep cars on the 
road and service operators in busi- 
ness will be employed by Electric 
Auto-Lite Company this year. 
full-page national magazine adver- 
tisements 
sell 
the importance of periodic check- 
ups on the ignition system, referred 
to in 
Line,” 
as “Auto-Lite Means Auto-Life.” 


In 


Auto-Lite 
idea of 


will seek to 


the conservation and 


copy as 


with 


Motor Life- 
catchy tag-lines 


“Your 
such 
The country’s 
automotive 


largest indepen- 
electrical equip- 


“responsibility 
and to the 


both to 
nation automotive 
Readers will be urged to 


original factory parts, only 


Color full pages will be used in 
The Saturday Evening 
Ruth- 


J. A. Wilkin, formerly southern 
representative of Champion 


3, covering all of the South- 
He succeeds W. F. 


EXTRA PAGES REPORT- 
ING FOR DUTY! 


loose-leaf binding 


. . « keeps catalogs, manuals, ete. 
ALWAYS up-to-date and off the ‘War 
Casualty’’ list. Today, with substitute 
materials and prices changing almost 
overnite, ordinary binding soon makes 
valuable material obsolete. Leading 
companies everywhere are swinging to 
Swing-O0-Ring for War-timely insur- 
ance against ‘Sudden Death’’ in their 
catalog families New, streamlined, 
with scissor-like action. Swing-0- 
Ring tloose-leaf binding gives 600% 
greater page strength than old-style 
binders—with les: weight and bulk. 
Available in lengths from 4” to 40°. 
Write for name of licensee near you, 
today! 


SWING-O-RING, INC. 


Div. of the Fred Goat Co., Inc. 
318 Dean St., Brooklyn, N. Y. 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


It's All in Life 

To the Editor: This advertise- 
ment was culled from the April 27 
issue of Life. 

As an example of uplifting ad- 
vertising, the tie-up between the 
heading and illustration is catchy if 
not subtle. Truth in advertising 
scores again. 

HARRY SOSKIN, 

President, Advance Engraving 

Company, Chicago. 

a oe 


Beet Sugar Industry 
Looks for Big Year 


To the Editor: I noted with in- 
terest the recent reference to beet 
sugar in your issue of March 9, and 
am delighted that you are bringing 
to the attention of your readers facts 
and points of view regarding this 
vital home-grown source of sugar 
which will do much to relieve the 
nation’s sugar problems. 

As you know, the need for ration- | 
ing -sugar results principally from} 
these conditions: (a) apparent con- | 
sumption of. sugar in the United 
States in 1941 was at least 1,000,000 


tons greater than normal, which de- | 


pleted normal reserve stocks; (b) 
sugar from the Philippines, ordi- 


narily amounting to another 1,000,- | 


000 tons annually, has been cut off 
by the war, and it appears not un- 


likely that the usual supplies from | 


off-shore 


(c) the 


areas 


United 


and other 
reduced; 


Hawaii 
will be 


States is committed to make large | 


stocks of sugar available to Great 
Britain, Canada, Russia and pos- 
sibly others of the United Nations; 
(d) a substantial part of the Cuban 
crop, which has been purchased by 
the Defense Supplies Corporation, 
will be converted into molasses for 
the production of alcohol. In war, 
alcohol is a prime necessity since it 
is used in making dynamite, smoke- 
less powder, etc. 

However, the outlook is not en- 
tirely blue, for even with wartime 
rationing consumers of the United 
States will have larger per capita 
supplies than are ordinarily avail- 
able to consumers during peacetime 
in certain other countries. Our sup- 
plies of sugar are not completely 
dependent on sea - borne shipping, 
which is always subject to the haz- 
ards of war. We have, in the beet 


sugar industry of the United States, | 


a source of sugar within our own 
continental borders which in peace- 
time supplies all the sugar needs 
of 30,000,000 consumers and which, 
with rations in effect, can supply 
80,000,000 consumers. In 1942 the 
industry will, according to Leon 
Henderson’s calculations, become 
the most important single source of 
our sugar supplies. 

Since the first World War the 


A CATCHY TIE-UP 


very finest materials obtainable, cut with 
infinite care and assembled by super - skilled 
workers. After many months of hard usage. 
they still mould and control perfectly. No 
wonder so many thousands of smart women 
will be satisfied only with brassieres which 
carry Maiden Form’s quality-insuring label! 


Shown here are *’Allo-Ette” and *'In 


(Wy 


Booklet K: Maiden Form Brassiere 
Company, Inc., New York, New York 


AT ALL LEADING STORES |) — 


timo "only two of a wide variety from | 
which you can choose. Send for free Style ( “3 


» sf 


oreevert Owct Ovret as ‘ 
“There is « Marden farm tor Every Type of Figure! 


Do your share—Buy U. S. Defense Bonds 


The illustration bears out the headline, 

which in this case prompted a reader to 

send in this copy of the Maiden Form 

advertisement from the April 27 issue 
of Life. 


about Feb. 22 really begins to over- 
flow rail accommodations. 
M. T. NEWMAN, 
President, Associated Advertis- 
ing Agency, Jacksonville, Fla. 


| “Sereenland” Asks Its 


Readers to Save Paper 
To the Editor: What I believe is 


the first effort of a national maga-| 


zine to enlist the support of its 
readers in conserving paper is the 
attached advertisement from the 
May Screenland and Silver Screen, 
urging readers to save these maga- 
zines and all other paper for the 
defense agencies. 

If all magazine and newspaper 
readers would save their 
copies, they could go a long way 
toward relieving the paper situa- 
tion. 

Guy CUNNINGHAM, 


production of beet sugar in this Promotion Manager, Screenland 
country has more than doubled, Magazine, Inc., New York. 

and to that extent our consumers! [Editor's Note: This voluntary 
are independent of foreign and in-| conservation “order” may well be 


sular sources of supply. Beet sugar 
and cane sugar are technically 
known as sucrose and in purified 
form they are identical in appear- 
ance, taste, sweetness, food value, 
and all other properties. They may 
be used interchangeably for all 
purposes. 
NEIL KELLY, 

Secretary, United States Beet 

Sugar Association, Washington, 

mm ©. 


vg¥ses i? 


Not Even an Upper 


To the Editor: Your reproduction 
of the New York Central’s adver- 
tisement headed “Why Mr. Tupper 
got an Upper!” gives me thought 
that you might be interested in our 
Florida East Coast-Atlantic Coast 
Line joint advertisement on the 
same subject. 

Mr. Tupper got his upper, but our 
man got none—a fact that didn’t 
exactly displease his wife who 
wanted to stay a few days longer, 
anyway. 

The advertisement ran in daily 
and weekly newspapers “on line” 
from Miami to Jacksonville begin- 
ning the week of March 8 when the 
tide to tourist travel that turns 


spread to other publications, and 
has already been adopted by some. 
The Chicago Daily News, for in- 
stance, prints a small box in each 
ledition telling its subscribers to 
“Save This Paper.’’} 


v v v 

A Real Job to Do 

To the Editor: We almost missed 
reading the guest editorial by West- 
|ern Advertising which you pub- 
\lished March 23. At first glance, it 
‘looked so much like hundreds of 
other articles that have appeared of 
late on “Now That We’re at War 
What Can Advertising Do to Save 
Advertising?” 
| We did, however, read this edi- 
torial and it hits the nail right on 
the head. One thing we need now 
and lots of it, is action on the part 
of every man, woman and child. 
Positive action is vitally needed on 
all home fronts to do the many jobs 
that must be done to bring this war 
to a quick, successful conclusion 

Since the first of the year, as 
chairman of publicity for the local 
Defense Council, we have had many 
opportunities to feel out the atti- 
tude of the public at large in this 
area. We have covered the com- 


May 4, 


munity in a publicity way on de- 


fense bond and stamp. buying, sal- | 


vaging for Victory, and the-impor- 
tance of adequate civilian defense. 
|The net results, so _ far, . have 
amounted to one big yawn. 

Maybe we didn’t have enough 


|guns, tanks, planes and ships will | 
flow from production lines. People | 
| will then salvage every bit of ma- 
terial so urgently needed for the 
making of war equipment. They 
| will also buy the amount of defense 
|bonds and stamps the government 
requires to pay for this material. 
| When that is done, the principles 
‘for which our country stands will | 
be preserved and advertising, along | 
with many other advantages we en- 
joy, will be saved as well. 
Don FAIRBAIRN, 


Women Most Interested 

To the Editor: I wa very much 
interested in reading tu: paragraph 
|in the Copy Cub column of your 
|last issue which called attention to 
the fact that a full-length leg pic- 
ture of Ginger Rogers in a Bine- 
hamton theater ad had 58 per cent 
of the feminine audience and 59 
per cent male readership. 

You will recall the many news 
picture studies which I made up ty 
last year repeatedly indicated that 
pictures of women were more apt 


publicity, or it wasn’t of the right 
'calibre, but nevertheless the knowl- 


Paper Mills, Green Bay, Wis. 


— ; 
Advertising Manager, Hoberg | to be seen by women readers than 


|'by men and likewise that cheese- 


read- | 


edge we have gained so far is that vee cake, or leg art, photographs on the 
in the background there is too much | average attracted more women thin 
of an over-all attitude on the part| Bealer Takes a Bow ‘men readers. 


of everyone that there are no Japs 
on his doorstep, so let “George” do 
the work. 

While this reaction is from only 
/one small community, it is reason- 
|able to assume that the same atti- 
tude, to a greater or lesser degree, 
| prevails in other parts of the coun- 
‘try. Until this inertia is dispelled, 
|}only mediocre results can be ex- 
pected from the work that must be 
| done and done right away. 
| Yes, there is a job to be done and 
advertising is best set up and quali- 
fied to do it. The home front must 
be sold on the important part it is 
| playing in this war. 


| 
| been 


accomplished, much - needed 


To the Editor: When I started 
| this argument about knots it was 
/merely in an effort to have a little 
|fun. But now that I learn from the 
letter of Mr. Simmons of the Cleve- 
| land Press that in his opinion I am 
| right, and that Mr. Hunter has 
| Joined the Navy, I can’t help but 
'feel a little proud. 


| It’s nice to win an argument but 


|it makes me very happy to know, | 
| too, that Mr. Hunter has taken the | 


I call this fact to your attention 
again because so many students of 
reader and picture interest materia! 
refuse to believe the facts which 
were as stated, and still proceed 


| with their thinking on the assump- 
jtion that in order to attract men 


readers it is only necessary for the 
publisher or advertiser to print a 
good sex photograph. 

It is true that the interest of men 
in leg art increases in wartime, but 


‘one step that will enable him to/|not to the point where men’s inter- 


When that has | 


serve our country best while he is lest in feminine photographs exceeds 
learning his knots. Best wishes and|that of women themselves. 
more power to him. J. M. WILLEM, 


ALEX W. BEALER, Stack - Goble Advertising 


Atlanta, Ga. 


Agency, Chicago. 


privATE 


O, it’s not a line from Gerty Stein. 

It’s just the sweet delirium of realizing 
that, after weeks of trying, Mr. Pottsby 
has finally gotten through all the items on his 
calendar pad. Today is today, and not the 


remnants of yesterday. 


We're not delirious enough to take all the 
credit, but Mr. Pottsby is saving time, effort 
and the budget by letting WGY do his whole 
radio-advertising job in central and eastern 


per cent more 


This is not 


it was the only 


“Mr. Pottsby can’t believe it— 


TODAY IS TODAY!”’ 


New York and western New 
England. He’s found that it’s 
not necessary to deal with 
umpteen stations hither, 
thither and yon. One station 
—one big station whose voice 
carries clearly throughout this 
broad airea—can give him 38 
listeners than any other sta 


tion in this region. 


surprising, for WGY started 


along with crystal sets, back at a time when 


radio voice around these parts 


And today it’s: 


GENERAL @ ELECTRIC 


WGY 


50,000 WATTS 
. SCHENECTADY, N. Y. 


‘New York 


Chicago 
Geveland Denver 


WGY -69B8-211 


% the airea's only 50,000-watt station 
% the airea’s only NBC Red station 
* the airea’s must station for radio 


advertisers. 


Represented Nationally by NBC Spot Seles 


Beston - 
San Francisco 


Washington 
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The diminishing demand for coated and uncoated printing papers ts 

illustrated here. The graphs are accurate projections of the total orders 

received by the mills that comprise the book paper industry; they dis- 

close the fact that the manufacturers of book paper could fill more 
orders—if they could get the orders. 
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HERE is no shortage of coated or un- 

coated book papers; there is no short- 
age of materials for making them; and 
there is noshortage of manufacturing capac- 
ities. The mills of the book paper industry 
are supplying the needs of their customers, 
and are seeking additional orders. 

Obviously, these circumstances do not 
require any advertiser to pare the size or 
thin the bulk of his printed pieces, or to 
deny himself the use of any printed litera- 
ture that can aid in the promotion of sales 
or in the nurturing of customer relation- 
ships. 

This statement of facts contradicts the 
current conception that printing paper 
must be conserved; and so it is fitting that 
the facts be examined in relation to the cir- 
cumstances that induced the misconception. 

The paper industry is not one industry, 
but rather a collection of separate indus- 
tries that consume different materials, and 
that serve different needs. All are not af- 
fected alike by the circumstances of war. 

In 1941, the paper board industry and 
the kraft paper industry were taxed by the 
demand for their products. The consump- 
tion of board and kraft for packaging was 
abnormal, and government purchases for 
defense and for “lend-lease”’ shipment were 
great. Service to commercial customers was 
slowed. 

In 1941, the writing paper industry was 
subjected to a sudden demand for paper 
for the use of federal bureaus and the mili- 
tary services. Measured in relation to the 
capacity of the writing paper industry, this 
demand was not unduly large, but it re- 
quired immediate fulfillment, and so it 
disrupted schedules and delayed service to 
commercial customers. 

Then, early in 1941, warnings of a po- 
tential paper shortage issued from govern- 
ment sources. The warnings did not specify 
the divisions of the industry in which short- 
ages might or might not develop: they 
failed to reflect the fact that the military 
demand would not fall alike on all of the 
subdivisions of the industry. The warnings 


were unqualified, 


ARTIFICIAL DEMAND 


The effect of the warnings was to impel 
users of all classes of paper to anticipate 
future needs, and to hurry to supply them 
while they could be supplied. All divisions 
of the paper industry were subjected to a 
demand for paper that was not needed for 
immediate use, and the demand exceeded 
capacities. 

The book paper industry was subjected 
to this demand in the summer of 1941, and 
an artificial shortage of printing papers 
was thus created. 


DEMAND SUBSIDING 


When America was precipitated into the 
war in December, the demand for printing 
papers had already begun to subside. Ac- 
cumulated inventories tied up capital and 
floor space, and so restrained buying. Re- 
strictions on the use of metals and other 
essential war materials shrank the produc- 
tion of civilian products, and prompted 
many commercial businesses to curtail their 
use of printed literature. Subsequent large 
scale conversions from commercial to mili- 
tary production were accompanied by a 
curtailment in the use of printed literature, 
and a consequent reduction in the demand 


for printing paper. 


SALVAGING PROGRAM MISUNDERSTOOD 


Currently, another factor is operating to 
shrink the demand for printing papers. 
The government is sponsoring a nation- 
wide effort to salvage old newspapers and 
magazines; and the significance of this 
effort has been misinterpreted. 

Old papers are a minor source of pulp 
for the book paper industry, but they are a 
major source of pulp for the manufacturers 
of paper board. The primary purpose of 
the salvaging effort is to fill the expanded 
needs of the paper board industry~— so that 
it can supply the requirements of the mili- 
tary services, and yet deliver board for the 
packaging of foods and other essentials 
The government has sought to accelerate 
the salvaging by urging conservation of used 


papers as a patriot duty and indeed it is. 


ability of Printing Paper 


However, the urgings to conserve and 
salvage used papers have caused a propor- 
tion of advertisers to believe that it is also a 
patriotic duty to refrain from using nex 
papers; and this belief has been an influence 
in reducing the demand for book paper. 

Thus, the circumstances of war are re- 
ducing, rather than increasing, the demand 
for printing papers; and government pur- 
chases are not taking up the slack, because 
the government's printing paper needs are 
relatively small. In consequence, coated 
and uncoated printing papers are avail- 
able for the use of business organizations 
that feel a need to maintain communica- 
tions with their trades. 


Probable Availability 
in the Future 


Users of paper are properly interested in 
the answers to two questions. The ques- 
tions are: “Will the manufacture and use 
of printing papers consume materials that 
should be reserved for military needs?” and 
“Will the consumption of printing paper at 
this time be the cause of a future shortage?” 

The book paper industry is interested in 
these questions; and the government, also, 
Is interested, 

In the Fall of 1941, authorized represent- 
atives of the government and of the book 
paper industry initiated a combined effort 
to define the answers to both questions. 
The answers have been defined. 

The manufacture and use of printing 
papers will not be permitted to impair the 
military effort. The government controls 
the disposition of all materials essential for 
the progressing of the war; it controls, 
among many other things, the disposition 
of pulps that are used for the manufacture 
of printing papers; it is exercising its con- 
trol to fill military needs first of all. 

The consumption of printing paper at 
this time will not be the cause of a future 
shortage. In recent months, authorized rep- 
resentatives of the government have stated 
publicly that they anticipate no shortage 
of printing paper; and those representatives 
should know, for they have participated in 
the draughting of a plan to preclude the 
development of a shortage. 


PROGRAM FOR PRECLUDING SHORTAGE 


Under the sponsorship of the War Pro- 
duction Board, the book paper industry 
has defined a program for conserving pulps 
at the source, so that the supply of pulps 
for printing papers may continue to be 
adequate for civillan needs. 

Necessarily, the program first takes into 
account the government's need for pulp 
for munitions, for “lend-lease” shipment, 
and for diversion to make up shortages of 
other kinds of pulps. Calculations of poten- 
tial needs for these purposes were supplied 
by the government. 

The program encompasses procedures 
that may be applied progressively; and 
each is related proportionately to the mili- 
tary need. 

‘The initial procedure is a simplification 
of the structure of grades, weights, sizes, 


and colors that are standard for book paper. 


It is a sound procedure that should be in 
effect regardless of conditions. It should 
impose no hardships on advertisers. 

The ultimate procedures would restrict 
the book paper industry to the manutac- 
ture of light weights. Those procedures 
would require advertisers, magazine pub- 
lishers, and book publishers to use lighter 
weights, but they would spread pulp fur- 
ther, and thus make available a maximum 
area of paper for printing purposes, 

These procedures are not in effect at 
this time. Application of the initial pro- 
cedure simplification is expected at an 
early date, Subsequent procedures will be 
applied if and when the government 


should deem them to be necessary. 


CONSERVATION AT THE SOURCE 


The procedures encompassed within this 
program etlect a conservation of pulp at 
the source, where the need for conserva- 
tion can be accurately measured; and it is 
believed that they provide for all eventuali- 
ties that can now be foreseen. 

So long as pulp is available, printing 
papers can be manufactured in adequate 
quantities; for though shortages of second- 
ary materials may pose problems and alter 
qualities, production can be maintained 
by using alternatives. 

It is evident, therefore, that the future 
availability of printing paper is assured to 
the extent that intelligent conservation of 
essential materials can provide assurance. 

This is not a complete and unqualified 
assurance, for the government possesses the 
power to curtail the production of printing 
paper at will. 

However, the War Production Board has 
devoted much precious time to the task of 
defining a program to maintain the supply 
of paper for commercial use, The action of 
the Board in sponsoring and progressing 
this program is evidence of an intent to 
supply military needs at all costs, and to 
allocate remainders so that an orderly sus- 


taining economy may be preserved, 


TRANSPORTATION 

Finally, assurances of the availability of 
printing papers must be measured against 
facilities for transportation. If a shortage 
of cars and trucks should develop, the 
volume of paper delivered to users would 
be less than manufacturing and material 
capacities; and if the need for paper should 
then exceed the delivered tonnage, curtail- 
ment of uses would become nec essary. 

The development of shortages in facili- 
lies for transporting paper is considered to 
be a possibility, but such a development 
can neither be delayed nor precluded by 
curtailing the use of printing paper now. 
Furthermore, conservation of paper at this 
time cannot overcome the effect of such a 
development; for accumulated reserves of 
pulp (or paper) will be of little prac tical 
value to advertisers if the carriers cannot 
transport the reserves to the point of need. 

It 1s evident, therefore, that there ts no 
condition now existing in the book paper 
industry that should deter an advertiser 
from printing literature that conforms to 
the requisites of good taste and sound 
business judgement. 


Se 


S. D. WARREN COMPANY, 89 BROAD STREET, BOSTON, MASS. 


Ke tler Pape a 


Better Py inting 


Printing Papers 
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be Touraine Tries 
New Paper Carton 
for Its Coffee 


Boston, April 29.—A new two- 
Way paper package—replacing the 
vacuum can knocked out by the 


war—was being introduced to New 
England consumers this week by La 
Touraine Coffee Company. 

One side of the new paper con- 
tainer is printed for horizontal dis- 
shelves, 


play on _ store with the 


reverse side prepared for vertical 


| torial Association. 


Kruschen Salts Denies 
FTC Allegations 


E. Griffiths Hughes, Inc., Roches- 
ter, N. Y., has replied to the recent 
Federal Trade Commission com- 
plaint charging misrepresentations 
in advertising of Kruschen Salts by 
denying the charges. FTC claimed 
the product has been falsely pro- 
moted as an effective obesity rem- 
edy and cure for other ailments. 

In reply to the FTC claim that 
Hughes failed to reveal dangers 
inherent in use of the salts, the 
advertiser quoted the label warning 
urging that a doctor be consulted 
before taking a cathartic in the 
presence of abdominal disorders. 
The answer claims Kruschen is no 
more dangerous than other laxa- 
tives when taken by people suffer- 
ing from symptoms of appendicitis. 


Phillips Elected 

Major Alfred N. Phillips, 
lisher and editor of the Review, 
Darien, Conn., has been elected 
president of the Connecticut Edi- 
He succeeds 
editor, Stafford 


pub- 


Robert Warner, 


display, assuring an eye-catcher no Press, Stafford Springs, Conn. 


matter which way grocers stack the | 
Identity of the product! 


packages. 
is maintained, so far as possible, in 


the design of the substitute pack-| 


age. 

La Touraine coffee currently is 
being advertised weekly with 50- 
line copy in newspapers of every 
large New England market. Radio 
and street car cards also are being 
employed. Principal theme of the 
copy is the statement, “You might 
as well have the best.” Ingalls- 
Miniter Company is the agency. 


Ohio Oil Campaigns 
on Economy Theme 

Ohio Oil Company has started a 
newspaper and radio campaign in 
Ohio, Kentucky, Indiana and IIli- 
nois, using an economy theme. The 


campaign is set up for 12 months or | 


until such time as motor oil is 


rationed or embargoed due to war | 


conditions. 

“News on Views,” the radio pro- 
gram, is being aired on a Red net- 
work consisting of stations WLW, 
Cincinnati; WCOL, Columbus; 
WOWO, Ft. Wayne, Ind.; WMAQ, 
Chicago; WGBF, Evansville, Ind.: 
WBOW, Terre Haute, Ind.; and 
WSPD, Toledo. Weekly copy is 
running in all the metropolitan 
newspapers in the four states in 
which the company operates. Stock- 
ton, West, Burkhardt, Cincinnati 
agency, handles the account. 


Casman to “Air News” 


John C. Casman, formerly busi- 
ness manager of Current History, 
and more recently with Casman & 
Cook, Inc., has become business 
manager of Air News. 


———— 
WHAT'S 
GRACEY (Ky: 
GOT THAT 
LOUISVILLE 
HASN'T? 


Just between ¥ 
ay have 


i! Send for the P 


corresponds to the “quote sheets 
designed to do the same job fo 


the government indicate a change 
|in priority rankings. At present, 


‘Priorities Sheet’ 


for U. S. Use of 
Radio Is Issued 


top ranking is given to six subjects, 
with the USO slated to attain the 
AA class May 11. The AA group 
includes announcements on Navy 


Washington, D. C., April 28.—A | recruiting, sale of war bonds and 
new form of priorities went into|stamps, information from the War 
effect this week when the Office of | Production Board on the production 


Facts and Figures issued its 


first | drive, 


and advice to consumers 


“Radio War Guide” listing current|from the Office of Price Adminis- 
priority rankings for more than 30 | tration on the sugar shortage, con- 
specific subjects on which govern-|servation of gas and tires, and pool- 


ment agencies are asking adver-|ing of automobiles. 


Stations are 


tisers and broadcasters to contribute | asked to devote about 50 per cent 


messages. 


of their war messages to these sub- 


Issuance of the priority list was|jects, with messages under A, B, C, 
accompanied by a folder sent to all; and D classes to be added in order. 


network-affiliated stations, listing 


A second part of the guide is 


war messages to be given over each | devoted to “general program ideas.” 


network program for the current 
week. This schedule will be made 
available each week so that stations 
may avoid undue repetition of the 
same messages through duplicating 


This uses the President's message to 
the new session of Congress last 
January for dividing understanding 


of the war into six basic themes. | 


Serving as an “idea exchange” for 


printed media. 


S. P. E. Fenton Promoted 


S. P. E. Fenton, formerly man- 


ager of the buttons and fastene, 
| division of Scoville Mfg. Compan 
| Waterbury, Conn., has become sal 
|manager of the company. C. | 
|Goss, III, will take charge of m 
products sales. 


‘Wilson to ANPA Post 


Kermit Wilson has been appoint« 
/promotion manager of the Paci: 
Coast Division, Bureau of Adve 


| tising of American Newspaper Pu) - 


lishers Association. He 

| Stedman Chandler, who is now 
| captain of infantry in the Army. 
| 


'R. W. Franz Promoted 


R. W. Franz, Continental C 
| Company, has been appointed ge: 


succee: < 


oo Sa pin (te : |eral line local sales manager 
network announcements in local | outlining how various radio pro- Cincinnati He succeeds R 
broadcasts. ducers have approached these basic | Perin, who has been named Pacit 

The guide will also be kssued | subjects, OFF offers suggestions for| Coast sales manager of the con - 


periodically whenever the needs of | handling each theme. This service 


pany. 


We've taken one CBS “mike” out of service 


When Cecil Brown of CBS. and Norman Corwin of CBS. and the CBS Short 


Wave Department (along with other short wavers ) received Peabody Awards 


the other day. we decided to retire a microphone from active duty to do noth- 


ing but receive laurel wreaths. 


We had to— because awards have been coming thick and fast to CBS and 


its advertisers’ programs. (A list of these awards since January. 1941. is on 


the opposite page. ) 


Besides the length. there’s this about the list —it’s so unlopsided. cover- 


ing almost every facet of the CBS program structure —""a harmoniously inte- 


grated unit designed to serve and to entertain the American people? 
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Plant Workers 
Swamp WPB with 
Victory Slogans 


Washington, D. C., April 29.— 
Amateur sloganeers in war plants 
are turning copywriters in connec- 
tion with independent’ contests 
being staged in factories where vol- 
untary labor-management commit- 
tees have been established as a part 
of the war production drive. 

WPB officials in charge of the 
drive which now embraces more 
than 600 plants in which commit- 
tees have been formed to expedite 
war output suggested slogan con- 
tests along with other promotional 
schemes. 

Some of the winning entries in 
local contests have been reported! 
to Washington. An inspector in a 
propeller plant won top honors 
with: “Speed ’em for Freedom.” A 
steel worker won his plant contest 
with the couplet: “Don’t ration your 
cooperation. Increased production 


will save your nation.” Second 
prize in the same contest went to: 
“If everyone will hustle, we can 
win this tussle.” 

A girl in a Cincinnati factory 
holds the record thus far for the 
most prolific contribution. She sub- 
mitted 60 slogans. Many urged the 
purchase of war bonds and stamps 
and these were turned over to 
Treasury officials for possible use. 


Hunter to WHK-WCLE 


C. M. “Pinky” Hunter has been 
named program director of WHK- 
WCLE, Cleveland, succeeding R. W. 
Richmond, who has resigned to be- 
come general manager of WRRN, 
Warren, O. Mr. Hunter previously 
had been a sportscaster for the 
Cleveland stations. 


KVOD Appoints McGillvra 

Station KVOD, Denver, Blue Net- 
work outlet, has appointed Joseph 
Hershey McGillvra, New York, as 


Baus Tells How and 
Why of Publicity 


“Publicity-—-How to Plan, Pro- 
duce and Place It,” is Herbert 


M. Baus’ contribution to the science | 


of promotion without paid space. 


Mr. Baus is now publicity director | 


of the Los Angeles Chamber of 
Commerce and lecturer on publicity 
at the University of Southern Cali- 
fornia. 

Mr. Baus explains in the preface 
that the book is designed to be of 
help to three classes of persons: 
active practitioners in publicity; the 
people who want publicity for com- 
pany or organization and don’t 
know how to get it; people who are 
interested in learning about pub- 
licity as an item of interest. Har- 
per & Bros., New York, is the pub- 
lisher. The price is $3. 


Lee Davis Resigns 


Lee Davis, sales and advertising 
manager of Hotel Sinton, Cincin- 
nati, has resigned effective May 1. 
He recently completed a promotion 


Present Problems, 
Post-War Economy 


to Be Discussed 


Army Okays June 21-25 
Conference of Pacific 
Advertising Association 


Los Angeles, April 29.—With an 
official wartime okay from the com- 
mand of the Ninth Corps Area, 
West Coast leaders in the advertis- 
ing field will attend the 39th annual 
convention of the Pacific Advertis- 
ing Association, June 21-25 at 
Rainier National Park, Wash. Both 
advertising during the war emerg- 
ency and a sound post-war economy 


its national representative. KVOD program which will be carried by 
will increase its power from 1,000! newspapers, direct mail 
to 5,000 watts full time June 1. 


will be thoroughly discussed. 
and out- Don Belding, association 
‘door advertising in a five-state area.:dent and executive vice-president 


AWARDS TO CBS—JANUARY, 1941—APRIL, 1942 


ACADEMY OF MOTION PICTURE ARTS AND SCIENCES 
—1942: Gold plaque to Bernard Herr- 
mann, CBS staff conductor, for “the best 
scoring of a dramatic picture in 1941°— 


{/1 That Money Can Buy. 


ADVERTISING AND SELLING ANNUAL ADVERTISING 
AWARDS—1942: (1) Honorable mention for 
an original research development, to CBS 
Listening Areas, (2) Special medal award 
to Norman Corwin on his We Hold These 
Truths for adding “to the knowledge or 
technique of radio advertising” 


AMERICAN LEGION, DEPARTMENT OF CALIFORNIA 
—1941: “Citation of Honor” to Edward CG. 
Robinson, star of CBS's Big Town, for an 
outstanding contribution to Americanism. 


AMERICAN WRITERS CONGRESS—I941: Hlonor- 
able mention to Norman Corwin for his 
original work on the Columbia Workshop 
drama series, 26 by Corwin. 


ASSOCIATION OF MOTION PICTURE PRODUCERS, 
SCREEN ACTORS GUILD, SCREEN DIRECTORS GUILD, 
and SCREEN WRITERS GUILD—I941: To CBS's 
Screen Guild Theatre“for eminent achieve- 
ment in furthering the advancement of the 
allied arts of motion pictures and radio” 


GEORGE FOSTER PEABODY AWARDS—i941:(1) To 
CBS for “outstanding meritorious public 
service among the networks” (2) To Elmer 
Davis for “his terse, incisive and impartial 
reporting of the news, day by day” (3) To 
CBS Stations KNX, WCAU and WGAR 


for local programs and services, 


1942: (1) To Ceeil Brown, for the best radio 
reporting of 1941. (2) To Norman Corwin’s 
We Hold These Truths. (3) To CBS and 
other short wave broadcasters of the coun- 
try “for their patriotic service” 


INSTITUTE FOR EDUCATION BY RADIO (Ohio State 
University)—1941: First awards to CBS for 
London After Dark, a special transatlanti: 
broadcast: The Mole on Lincoln's Cheek. 
a drama in The Free Company series; The 
Fisherman and His Wife, on the children’s 
program, Let’s Pretend; and Poor Farmer 
Songs on Se hool of the Air of the Ameri 
cas. Also, honorable mention to Vonument 
to the Might of Water on School of the 
fir of the Americas. 


KAPPA SIGMA—I941: Selected Edward R. 
Murrow, a member of Kappa Sigma, as 
“Man of the Year” 


MOTION PICTURE DAILY—I941: (1) Educa- 
tional award to the School of the Air of 
the Americas. (2) Best special events show 
award to Spirit of “41. (3) Best children’s 
program awarded to Let's Pretend. 


NATIONAL HEADLINERS CLUB — 1941: To William 
L.Shirer for “consistently outstanding 
radio reporting over a period of years: 


WATIOWAL SAFETY COUNCIL ANNUAL SPECIAL 
AWARD PLAQUE—I941: Ty Edward G. Robin. 


son, star of CBS's Big Town, in recognition 


of “outstanding contribution to the cause 
of safe driving? 


OVERSEAS PRESS CLUB ANNUAL RADIO AWARD 
—1942: To Cecil Brown for radio reporting 
“contributing to the understanding of for 
eign poliey by the American people? 


PARENTS’ MAGAZINE PRESS HONOR AWARD FOR 
TRUTH—1941: To CBS's Death Valley Days 


for the authenticity of this series. 


PHI BETA (National professional fraternity of music 
and speech) —1942: Annual Radio Award to 
the Columbia Broadcasting System for its 
network broadcasts of the New York Phil- 
harmonic-Symphony concerts, as the pro- 
gram that contributed most to music and 
speech during the year. 


RADIO EXECUTIVES CLUB OF NEW YORK—1942: 
Plaque to Paul White (also to Mr. Schech- 
ter of NBC and Mr. Opfinger of MBS) for 
“outstanding work in securing news broad- 
casts from various war fronts.’ 


SCHOMBURG COLLECTION OF NEGRO LITERATURE 
—1941: Wings Over Jordan placed on the 
1941 Honor Roll for its contribution to 
“the improvement of race relations interms 
of real democracy, 


SIGMA ALPHA IOTA (National professional music 
fraternity for women) —1941: (1) A scroll to 
Howard Bar low, conductor of the CBS 
Symphony Orchestra in recognition of hi- 
contributions to symphonic music in the 
last thirteen years. (2) A scroll to Henry 
Ford in recognition of the “outstanding 
symphony programs” of the Ford Sunday 
Frening Hour. 


SIGMA DELTA CHI DISTINGUISHED SERVICE AWARD 
(Professional journalistic fraternity)—I941: Ti, 
Cecil Brown for his broadeast from Cairo of 
the German parachute invasion of Greece 


U.S. FLAG ASSOCIATION—I941: Flag Service 
Cross to Kate Smith in recognition of her 
patriotic activities. 


VARIETY SHOWMANSHIP SURVEY — 1941: Cita 
tions for advancing the art of radio to the 
CBS Forecast series, and to CBS affiliate- 
WCAL, WCKY, WIR, WOAM. 


WOMEN'S NATIONAL RADIO COMMITTEE — 194): 
Award to CBS's Headlines and Bylines a- 
“best educational program with a demox 
racy theme” 


WOMEN'S PRESS CLUB OF NEW YORK CITY — 194) 
Certificate of “meritorious public service” 
to CBS's Let's Pretend, 


WRITER'S RADIO THEATRE—1940-41: Five CBS 
broadcasts were included in the ten best 
radio dramas chosen by Norman S. Weiser. 
editor of WRITER’S RADIO THEATRE 1940-4] 
They are: Man-Made Waterways by Han- 
Christian Adamson; Kathryn Howard by 
Jean Holloway; Seems Radio Is Here to 
Stay and Words Without Music by Norman 
Corwin: and Bid for Happiness by Therese 
Lewis and Lota Kriendler. 


and manager of Lord & Thomas’ 
Los Angeles office, is chairman of 
the program committee. George F. 
Russell, business manager of the 
Tacoma News Tribune, is general 
chairman of the convention. The 
Tacoma Advertising Club and the 
Advertising and Business Women 
of Tacoma will sponsor the Pacific 
Coast affair. 

The association recently issued a 
70-page booklet, “Advertising’s Job 
in This War,” intended as a handy 
reference guide and as a _ special 
review of the subject for West 
Coast users. Statistical material and 
check lists of suggestions for in- 
dividual advertisers are included 
and the various sections discuss ad- 
vertising’s wartime problems, its 
fate during the last war, Britain's 
continuing use of advertising, op- 
portunities in a wartime economy 
and post-war advertising. Prepared 
under the supervision of Ford Sam- 
mis, former director of public rela- 
tions of the Pacific Coast Petroleum 
Industry, the study is being sent to 
member clubs and subscribers to 
the association’s Advancement of 
Business program. Copies may be 
obtained by others at the cost price, 
one dollar. 


Program Continued 


Results of the first 12 months of 
the Advancement of Business pro- 
gram were revealed in a recent re- 
port by Mr. Belding. The associa- 
tion approved continuation of the 
program. Among accomplishments 
outlined by Mr. Belding were: 

Over 200 newspapers and maga- 
zines are using the series of 18 ad- 
vertisements created by the asso- 
ciation to tell the consumer the 
“truth about advertising”; 1,000 24- 
sheet posters carrying the same 
message have been printed and dis- 
played; 50 radio talks and pro- 
grams have been given; 6,000 car 
cards on advertising in wartime are 
now being displayed; 200 talks were 
made to PTA groups, — schools, 
women's clubs, conventions, etc.; a 
handbook for speakers on consumer 
questions was prepared; a_ Pacific 
Coast Advertising Commission was 
formed, with 24 key men in West- 
ern cities; the group introduced and 
featured Consumer's’ Information 
week; watched and reported on all 
legislation affecting advertising, 
aiding in the defeat of a 2 per cent 
tax in one Western state; and 
helped women's groups to organize 
sound consumer councils. 


Moves Ad Offices 


National Jewish Monthly has 
moved its national advertising 
offices from Washington, D. C., to 
401 Chanin building, New York. 
Editorial offices will remain in 
Washington. 


00 
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Chicago retailers duri 
months of this year pla 
more of their advertising 


combined —and 122% 


I 

I 

| placed in any two other 
In any other Chicago 


The first three months of this year piled 
up evidence that the editorial qualities 
which build deepest interest among read- 
ers produce the best results for advertisers. 

To sell merchandise to people in all 
walks of life, Chicago retailers during the 
first three months of 1942 placed in the 
Tribune 45.7% of their advertising ex- 
penditures in Chicago newspapers. 

This was 122% more than they placed 
in any other Chicago newspaper—and 
28% more than they placed in any two 
other Chicago newspapers combined. 

Here is testimony from the business 
men whose first business necessity is to 
know Chicago’s reading and buying habits. 
Based on sustained, day in and day out, ex- 


perience in developing sales volume, their 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


! 
Chicago newspapers 


0, 0 
1. 


— 
— uo . 
— ee eee 
-_ oo 
— 


ng the first three 
ced in the Tribune 
budgets than they 


more than they placed 
newspaper. 


conclusions about media values can be 
examined with profit by every advertiser 
interested in getting maximum returns 
from his promotion funds in this market. 
With millions of new money on the 
move in Chicago, the Tribune is the one 
newspaper delivering the full-market, all- 
income coverage you need in order to 
get your full share of the buying in every 
neighborhood and suburb of Chicago. 
When you can have more, why take less? 
Every day you do without the extra sales 
power of the Tribune, you are passing up 
opportunities which you might easily capi- 
talize. To make your promotion funds go 
furthest in Chicago, build your sales drive 
around the Tribune. Rates per 100,000 


circulation are among America’s lowest. 


MARCH AVERAGE 
NET PAID TOTAL 
CIRCULATION: 


DAILY, OVER 1,000,000— 
SUNDAY, OVER 1,200,000 
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THAN ANY TWO OTHER CHICAGO 
NEWSPAPERS COMBINED! 


FIRST 3 MONTHS OF 1949 


11.6% © ile 
Paper C Paper D 


x4. 


MORE WANT ADVERTISING LINAGE THAN ALL 
OTHER CHICAGO NEWSPAPERS COMBINED! 


FIRST 3 MONTHS 1942 


Trib 
une total ¢; 
Circulatio 
'e . n dur 
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“ve More, why tak d he fi hre hs of 1942 in the four Chicago newspapers 
’ ake less uring the first three months o 2 sur Chicago pape 
= carrying want advertising. With 52.1 % of the total, the Tribune er 
210% more than any other Chicago newspaper—and more than all 


other Chicago newspapers combined. 
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Buchanan Resigns 


W. C. Buchanan has resigned as 
president of Allis-Chalmers Mfg. 
Company, Milwaukee, because of ill 
health. He retains his membership 
on the board of directors and ex- 
ecutive committee. Walter Geist, 
formerly vice-president, has been 
elected executive vice-president but 
there will be no election of Mr. Bu- 
chanan’s successor until after 
May 7. 


Wade to Altes Brewing 


Edward R. Wade, one-time presi- 
dent of Grace & Holiday, Detroit, 
and previously with U. S. Advertis- 
ing Corporation, Toledo, and Erwin, 
Wasey & Co., New York, has been 
appointed general sales manager of 
Altes Brewing Company, Detroit. 


Eddy to Chemical Co. 


Chester L. Eddy, formerly South- 
ern sales manager for Arnold, Hoff- 
man & Co., Providence, R. I., has 
been appointed sales manager for 
Augusta Chemical Company, Au- 
gusta, Ga., manufacturer of dye- 
stuffs and printing pastes. 


Newspaper Owner Sues 


for Strike Losses 


T. J. McDonald, Cleveland, one of 
the owners of the strike-bound 
Daily Gazette, Aliquippa, Pa., has 
threatened to bring suit against the 
borough and Burgess’ Charles 
O’Loughlin for “probably $100,000 
losses” allegedly suffered since a 
strike was called at the newspaper 
plant Nov. 5, 1941, by the CIO- 
American Newspaper Guild. 

Mr. McDonald claims that Mr. 
O’Loughlin, who also is sheriff of 
Beaver County, has let the Steel 
Workers Organizing Committee 
come in and keep them from oper- 
ating. Two non-strikers were ar- 
rested and fined Feb. 15 during a 
back-to-work movement when the 
Guild charged the m rith incit- 
ing to riot and ssa ai Wattery. 

Resident Guild Orgam Charles 
L. Whipple says that the Union will 
continue to insist upon a union shop 
“for the security of its members.” 
In the meantime, the strikers will 
continue to publish their own semi- 
weekly as a community service 
until they win the strike. 
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Libby Anniversary 
Promotion Aimed 


at Consumer Sales 


Chicago, April 30.—Holding its 
74th anniversary in the most un- 
usual year that has so far faced the 
canned food industry, Libby, Mc- 
Neill & Libby is continuing with 
consumer promotions. 

The current promotion got under 
way in late March with a spread in 
Life, followed in April by a three- 
fourth spread in This Week Maga- 
zine and several insertions in 140 
newspapers. Progressive Grocer 
carried a 4-page insert for the 
trade. Of the nine products shown 
in the spreads, at least four—sliced 
pineapple, pineapple juice, corned 
beef and vienna sausage—are likely 
to be unavailable to the general 
public after present stocks are 
exhausted. 

Libby offers grocers considerable 
point-of-sale display materials for 
this anniversary drive. Available 


are mats, electros, heading banners, 
easel counter cards, snap-on price 
tags, order blank dispensers, prod- 
uct pennants, window posters. 

One of the principal points in the 
copy and in the dealer promotion 
is the offer of a timely premium— 
a leatherette-bound “Handbook for 
Americans,’ which the company 
offers for 10c and two labels from 
Libby’s foods. This 124-page hand- 
book, which contains the Constitu- 
tion, Monroe Doctrine, identifying 
insignia for the armed forces and 
other data, is reported by the com- 
pany to have drawn thousands of 
requests, is now in its third print- 
ing, and appears—either through 
timeliness or essential pulling power 
—to be a standout premium. 

J. Walter Thompson Company 
directs the account. 


Pepperell Names Aborn 


Howard Aborn has been ap- 
pointed New England sales manager 
of Pepperell Mfg. Company, Boston, 
succeeding Richard W. Freeman, 
now in military service. 
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 SELLIT WITH MUSIC ON 


NJZ’S NEW ALL-NIGHT 


eels - 


“SELL IT WITH MUSIC” 

Yes, sell your product to an 
all-night audience that’s bigger —. 
-anall. - = 
night audience that’s growing 
every night as more and more 


war industries hit 24-hour op- > 


and richer than ever . . 
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“SAY IT WITH MUSIC” 
Here's a program that makes 
more of music than any other 
all-night show. Exclusively mu- 
sical are time-signals, station- 
identifications, commercials. 
The only spoken words are 
the short but complete hourly 
news summaries, 


NEW YORK’S 
FIRST STATION 


» ~ 


“SAY IT NIFTILY” 


That talented twosome— Kent- 
Johnson will create your mu- 
sical spot--at no extra cost 
(except charges for recording 
and talent). The team that 
made America musical-spot- 
. that set long- 
remembered sales records with 


conscious . . 


their casily-remembered musi- 
cal jingles will SELL IT and 
“SAY TE WEPH MUtsic™ 


for vou! 


50,000 WATTS -770 KC... 
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“SAY IT THRIFTILY”’ 


$100 buys 35 one-minute spots 
a week . 


.. five a night for 


seven nights! (Lesser frequen- 
cies are available.) You'll be 
reaching the world’s richest 
market over WJZ’s powerful 
signal for as little as $11.43 per 
spot... 311.43 never bought so 
much before! 


Alan Kent and Ginger 
Johnson — creators of 
the famous Pepsi-Cola 
jingles, the Lucky 
Strike. Armour. Bond. 
and other famous musi- 
are available 
without extra charge to 
advertisers on “Say It 
With Music.” 


cal spots 
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AN ENDORSEMENT 


The ILGWU headed by David Dubinsky 
donated full-page space in the New York 
Times last week to pledge its support to 
the Treasury Department's war savings 
program. Copy was placed direct 


‘State's Vacation Copy 
Shows Drop in Response 


According to J. H. Alexander of 
the Wisconsin recreational depart- 
|; ment, keyed ads for the period of 
a month during February ind 
March brought a total of 1,304 
replies this year as compared with 
1,648 for the same period a year 
ago. This drop in inquiries of about 
20 per cent is not as serious a de- 
cline as had been anticipated. 

The state’s spring newspaper 
advertising schedule includes copy 
in the Chicago Tribune, Herald- 
American, Daily News, Sun, Times 
and Shopping News; Cincinnati 
Enquirer and Times-Star; Cleve- 
land Plain Dealer; Columbus Dis- 
patch; Dayton News; Des Moines 
Register; Detroit News; Indianapolis 
Star and News; Kansas City Star. 
Minneapolis Star-Journal and Tri- 
bune; New York Times and Herald 
| Tribune; Oklahoma City Okla- 
| homan; Omaha World-Herald; St. 
Louis Post-Dispatch and Globe- 
| Democrat; St. Paul Pioneer Press 
| Washington Star. Magazines in the 
| schedule are Sports Afield, Outdoor 
| Life, Field and Stream, “Fishing 
Vacation Yearbook,” Hunting and 
| Fishing, Outdoorsman, Fur-Fish- 
|Game, Outdoors, Collier's, Grade 
| Teacher, Highway Traveler, Coun- 
try Life, “Travel America Guide” 
‘and “Outdoor Tips.” 


‘Name New ABC Members 


The Audit Bureau of Circulations 
{has announced the following new 
members: daily newspapers, News- 
Argus, Goldsboro, N. C., Plain 
| Dealer and Times-Star, Wabash. 
Ind., Observer, Fayetteville, N. C. 
weekly newspapers, Witness, Berne. 
Ind., Gazette-Democrat, Anna, Ill. 
Kentuckian - Citizen, Paris, Ky 
magazine, Paysana, Montreal, Que 
business paper, Purchasing, New 

York. 
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PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing—all under 


one roof. Phone or write to 


The Faithorn Corporation 
504 Sherman St., Chicago 
Phone WA Bash 7820 


Employees of The Faithorn Corporation 
* subscribed 100% for Defense Bonds ~ 
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Alcoa Subsidiary 
Keeps Salesmen— 
and Customers 


Non-Aluminum Products 
Help Maintain Field 
Set-Up During War 


By RAYMOND G. GIBNEY 


Pittsburgh, April 28.—In the an- 
nual report of the Aluminum Com- 
pany of America will be found this 
paragraph: 

“Two of Alcoa's subsidiaries, the 
Aluminum Cooking Utensil Com- 


pany and the Aluminum Seal Com- | 


pany. have stopped manufacture of 


their usual products which were | 
destined for civilian consumption, | 
but both of these companies are 
now producing articles needed for 
victory and have thus mitigated 
the situation which confronted 
them and their employes when it 


became impossible to use aluminum 
for non-defense purposes. The 
Aluminum Cooking Utensil Com- 
pany has also undertaken the sale 
of non-aluminum § articles’ pur- 
chased from outside sources, such 
as silverware, cutlery and _ glass, 
and has thus been able to hold most 
of its large and widely scattered 
sales force against the time when 
aluminum may be available again 
for cooking utensils.” 

Behind this terse, matter-of- 
fact announcement is a story strik- 
ingly reflective of the determina- 
tion that the “show must go on” re- 
gardless of the war. Today, the 
housewives of America still are be- 
ing visited by the familiar sales- 
men of aluminum pots and pans— 
only now they are offering “stand- 
in” articles of a related nature 
while aluminum is serving in the 
all-out war effort. 


Same Method Retained 

But that’s only the latest chap- 
ter of the story which has its roots 
in the days when the alumi- 
ustry was still in its swad- 
clothes. Many a well-to-do, 
prominent citizen of today can look 
back with nostalgic memories to his 
college days when he worked to 
earn his degree by selling alumi- 
num pots and pans house-to-house. 
This was, and remains so today, the 
most direct contact that aluminum 

had with the ultimate consumer. 
Selling house-to-house was insti- 
tuted as a temporary promotional 
program by the company as a 
means of introducing these new 
cooking utensils directly into the 
home. The salesman sold only a 
few items in the line and the house- 
wife was encouraged to complete 
her set by buying additional pieces 
at her dealer’s. However, when it 


DaCK 


num i 


In St. Louis 


] 


Than Any Other 
ork Station 


T. Lous ¢ 


MUTUAL 


came time to abandon the house- 
to-house sales method, the company 
found it could not do so without 
sacrificing most of the gains and 
all the personal contacts which had 
been made. So the field sales force 
was continued and became an in- 
tegral function of the company’s 
operations. The importance at- 
tached to it by the company is re- 
flected in the current efforts it is 
making to keep the men supplied 
with something to sell and thus 
hold the organization together as 
much as possible until aluminum 
ware again is available for civilian 
consumption. 


No Job for the Sensitive 


In the early days, peddling pots 
and pans house-to-house meant 
just that and was no job for the 


faint-of-heart or the sensitive soul. 
It required infinite patience, a good 
set of knuckles and a stout pair of 
shoes to thrust in the door when it 
was reluctantly opened on a crack. 
In recent years, however, such sell- 
ing has been “streamlined” and 
involves not only “specialists” but 
a well-planned, carefully rehearsed 
sales routine. The modern _ pro- 
cedure is for the field represen- 
tative to serve a luncheon or din- 
ner at the home of a housewife who 
enjoys a wide acquaintanceship in 
her neighborhood. She invites a 
number of friends to the affair. In 
this way, the salesman is able to 


give his demonstration to a large 


group at one time and under con- 
ditions that are more social than 
business-like. In all cases, how- 
ever, the field force works to the 


advantage of the retail outlet or 
dealer in the community who han- 
dles the same line. 

The Aluminum Cooking Utensil 
Company has been experimenting 
with a number of non-aluminum 
items for its field salesmen ever 
since production of aluminum 
household ware was halted for the 
duration, principally — silverware, 
cutlery and glassware, as well as 
water softening preparations and 
cleaning kits. Silverware seems to 
have filled the bill best of all to 
date, according to reports. The sil- 
verware now offered by the com- 
pany’s field men is genuine sterling 
silver in complete flat ware service, 
sold under the tradename of West- 
moreland. Although the volume of 
business has naturally and neces- 
sarily diminished, the company re- 


ports that its field salesmen still are 
able to make a comfortable living 
with their new stock of substitute 
merchandise. 

In addition, Kensington, Inc., 
another Alcoa subsidiary and maker 
of Kensington ware, a luxury line 
of aluminum gift items, now has 
turned for the duration to a line of 
crystal glass giftware of equally 
high quality. Made by the Gunder- 
son Manufacturing Company, this 
ware is marketed under the trade- 
name of Kensington Crystal and is 


distributed through regular sales 
channels and dealer outlets. 
To Lloyd Mansfield 

Electro Refractories & Alloys 


Corporation, Buffalo, has appointed 
Lloyd Mansfield Company to handle 
its advertising. 


Advertising to farm people in gen- 
eral media is like trying to bring 
down a fighter with punches to his 


elbows and shoulders. 


You've got to “hit them where 
they live’ —with farm publications 
... the most important publications 
in the farm home . . . the ones the 
entire family reads . . . the only pub- 


lications that can provide you com- 


plete and intensive coverage of this 


nation’s six million farm families. 


AGRICULTURAL 
PUBLISHERS 
ASSOCIATION 

pane PUBLICATIONS OFFER 


¥ 


With the farm market receiving a 
$3,000,000,000 raise this year, ad- 


vertising of foods, drugs, cosmetics, 


clothes —all kinds of products 
and personal services — offers im- 
mediate and large returns if you 
give it the effectiveness only farm 
publications provide. Agricultural 
Publishers Association, 333 North 


Michigan Avenue, Chicago, Illinois. 
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ADVERTISING AGE 


May 4, 1942 


Cory Snow Named Agent 

Jones Products Company, Cam- 
bridge, Mass., manufacturer of Car- 
Glo and Albronite products, has 
named Cory Snow, Inc., Boston, 
as advertising agency. Newspapers, 
trade papers and direct mail will be | 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW. 


used. 


. , 7 ments. 
“He's rehearsing for an audition on) 


WEDF Flint Michigan after the war.” | 


Metal in Industry 


have made this ceramic product one 
of the most promising of industrial jewel bearings 
materials, declares Ceramic Indus-|airplane, fire control, and various 
try for April, in a review of how military precision 
ceramics are helping industry pro- 
duce for defense. No longer is it a 
delicate, fragile material. It can be | industrial apparatus. 
made to resist machine gun bullets 
at close range, or can be made soft 
and flexible enough for use in gar- 


Glass has tremendous possibilities | Plate glass 
in substituting for critical or scarce 


|publication points 

Technological advances in glass|ample, synthetic jewel bearings of 
manufacturing and composition glass are being used to some extent low thermal expansion and 
to relieve the demand for genuine 


time bombs, in chronometers, elec- 
tric meters, water meters, and other 


|place of metal ones. Fiberglas is 
being used for insulation of genera- 
| tors, transformers and motors, mak- 
‘ing possible greater 
longer runs. Certain types of motors 
|insulated with this material can be 
built satisfactorily on smaller 
frames, thus saving metal. It is also 
Glass Conserving /materials in war production, the! substituting for scarce Indian Mica. 
out. For ex- Boro-silicate glasses, 
,advantages of abrasion resistance, 


thermal conductivity, are replacing 
now essential for|metals in precision gages of the 
snap and plug types. Special glasses 
instruments, in|are performing many useful func- 
tions in the textile industry, such as 
for thread-guides, rollers, bars of 
|various sizes and shapes and me- 
Plate glass is being used as sub-| chanical rolls. 
stitute for steel in a punch card| eae 9 
/sorting machine, and for copper and | 
bronze plaques of various kinds. 


Because Valencia oranges 
|little outward appearance of frost 
have been de-jinjury, it is expected that most 
veloped for photographic work in| packing houses having such equip- 
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COMING IN JULY... 


War Production Number of AVIATION 


. £ "a 
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TO HELP THE MEN WHO ARE BUILDING THE 185,000 
FIGHTING PLANES CALLED FOR BY THE PRESIDENT 


Production miracles are being performed in America’s fastest-growing industry. 
New methods, new techniques, new tools, new machinery are being developed 
almost daily. AVIATION, the business magazine of the industry, brings to the 
builders of America’s giant Air Force an authoritative exchange of the latest 
production advancements. In July the Annual Production Number of AVIATION 
will present an up-to-the-minute round-up of all phases of major production 
methods . THE WAR PRODUCTION NUMBER OF AVIATION. 


AVIATION TALKS THE LANGUAGE OF THE 
MEN WHOSE SLEEVES ARE ROLLED TO DO 
AMERICA'S BIGGEST WARTIME JOB... 


Their language is PRODUCTION. They look to 
Aviation to learn faster ways of turning out 
their products, better methods of fabrication, 
simpler ways to handle complex operations. 

If your products or services can help avia- 
tion men lick their problems—tell it in Aviation. 
If you can help these men build more planes 
faster — or better — or with less manpower — or 
with fewer machines —or increase man-hour 
efficiency —tell your story in Aviation. You'll 
get an interested hearing from men who wont 
help—who need all the help you can give them. 


REACH THE BUYING POWER OF THE 
INDUSTRY WITH AVIATION. . . 


America's oldest aeronautical magazine has 
always been edited for the men who design 
and build our air strength. Current net paid 
circulation of 41,000 embraces thorough cover- 
age of the industry's buying power—the execu- 
tives, engineers, designers, and production 
officials of the manufacturing branch, the Army 
and Novy, the airlines —all of primary importance. 
Aviation's circulation is selected with rifle- 
shot accuracy to give you complete and effec- 
tive industry coverage. In aviation and subcon- 
tracting plants throughout the country key men 
ore carefully identified, located and rated. 
With Aviation, it's who — not how many. 


Editorial Highlights telling the story of 
“How Mass-production Methods are 
being applied to Aviation Production’ 


How the Aircraft Engine Industry has 
stepped up production many times over 
. 

Mass-producing one of the world’s 
fastest fighters. 

+ 
Production control miracle—done with cards. 
. 

How one of our Industrial Giants is gear- 
ing up to mass-produce fighter power-plants. 
- 

Mass-production methods applied to 
Airframe Assembly. 

. 


Story of a revolutionary new ‘‘forming-by- 


drawing’ process for sheet metals. 
° 
How substitute materials are opening 
up bottle-necks. 


Aviation Magazine * A McGraw-Hill Publication * 330 West 42nd Street, New York, N. Y. 


ment will use their X-ray or fluors- 
scope machines this coming season. 
says The California Citrograph fo, 
May. These machines saved thoy. 
sands of boxes of fruit from the cy); 
piles in 1937 through enabling the 
segregation of fruit injured by frost 
from that undamaged in the same 
lot. 
> 7 + 

As a result of WPB order M-93. 
all paper and paper product pro- 
ducing equipment of the paper jn- 
dustry cannot be used for making 
the products they were set wu) to 
produce, The Paper Industry and 
Paper World for April points out 
This does not necessarily mean 
there will be a paper shortage 
However, through administration of 
the order the government contro}s 
the operations of the entire industry 
because under its terms every mij! 
producing pulp must obtain an a). 
location order before it can convert 
a pound of its pulp into products 
Thus, the government will direc: 


| the pulp to those producing units 


that can produce most efficiently. 
* 1% * 

The counts against organized 
labor which are likely to react 
against it with restrictive legisla- 
tion are set down in the April Fac- 


|tory Management and Maintenance 
| by Editor L. C. Morrow as: (1) that 


it seeks to improve its own standard 
of living while the standard of liy- 


|ing for everyone else goes down: 


(2) that it seeks to improve its or- 


| ganization position by means of the 


emergency; (3) that it seeks to gain 
some of the prerogatives hithert 
exclusively management’s. “In the 
much needed cooperation of today 
labor must improve labor’s job 
and not look to management to do 
it, he asserts. 


‘Men's Clothing Rules 


Amended by WPB 


The War Production Board has 
amended its original order on men’s 
clothing, adding some new restric- 
tions and removing others. The 
amendment provides that all men’s 
and boys’ clothing sold or delivered 
in the country after May 30 must 
comply with the rules, except fo: 
second hand garments and clothing 
on which manufacture was started 
before May 30. 

Other changes and additions in- 
clude: lumberjacks and mackinaw: 
are brought under restrictions: re- 
strictions do not apply to religious 
vestments or historical costumes fo 
theatrical performances; and_ the 
effective date of the _ prohibitior 
against cuffs is advanced from Ma) 
30 to May 9 for merchant tailors 


Publishes War Issue 


Farm Journal and Farmer's Wifi 
suspended its regular editorial pro- 
gram for the May issue in orde! 
to devote the entire issue to inform- 
ing farmers on the problems and 
objectives of “total war” and_ the 
contribution being made by Amer'- 
can industry to the war effort 


Rickerd Named Agency 
Cleveland Cliffs Iron Compan) 
Cleveland, has appointed C 
Rickerd, Inc., Detroit, as advertising 
agency for its coal division. 


—— 


IS BUS AD TIME 
IN NEW JERSEY 


To save tires and gasoline. m 
torists go by Public Service bus 
Thousands of Victory worker 
ride the buses to their jobs. 
RESULT — 1942 fares are “P 
350.000 daily - -and bus adver- 
tisers get a 20‘, circulation 
boost at no extra cost. 


State Wide Coverage 
3000 Buses 


PUBLIC SERVICE 
Bus Advertisi 


NEWARK, N. J. MArket 


/ WARTIME! 
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May 4, 1942 ht RATE AGE 


IN DAILIES Fox DeLuxe Issues Co tion, Edgewater Beach Hotel, Chi-| Hotel Commodore, New York. 
— | . ° cago. June 21-25. Pacific Advertising 
‘Monthly Publication oming May 14-15. Life Insurance Ad- Association. annual convention, 
Fox DeLuxe Brewing Company, vertisers Association, Southern! Paradise Inn, Rainier National 


Grand Rapids, Mich., has mailed to C V ti |Round Table, Lookout M tain | Park Wi 3] 
Michigan’s 17,338 licensees, the first on. en 10ns ae ees pager 


25 


es : - ~~" : | Hotel, Chattanooga, Tenn. Sept. 28-29. Southern Newspaper 
pone Bugle rt ape Pay Mo : May 16. International Affiliation | Publishers Association, annual 
|paper to be used “for the inter-. May 7-9. Associated Business|of Sales and Advertising Clubs,| meeting, The Arlington, Hot 
change of ideas, for constructive Papers, spring meeting, Seaview @mnual conference, General Brock)! Springs, Ark. 

criticism, and as a clearing house of Country Club, Absecon, N. J. Hotel, Niagara Falls, Ont. | Oct. 26-28. Financial Advertisers 
information to benefit the licensees May 11-14. National Association May 18-19. American Associa-| Association, annual clinic, Edge- 


of Michigan.” Brindley-Roth Inc., : ER nas , ante tion of Advertising Agencies, an- | water Beach Hotel, Chicago. 
Detroit agency, handles this portion of Broadcasters, annual convention, nual meeting, Skytop Lodge, Sky- 


of the company’s advertising. — ‘an aoe : top, Pa 

ae a’ as ee 
| May 12. New Eng and News May 19-20. Inland Daily Press 
Jones Succeeds Brown paper Advertising Executives As- Association. spring meeting, Hotel | 
sociation, Parker House, Boston. Sherman, Chicago 
| Carl F. Jones, Jr., has bee ‘ : ig tego 
| appointed account cs with May 13. Syndicate Publishers As- June 15-17. Newspaper Advertis- FA CTS ‘and 
} c UU a . lis . : . 2 om . _ ‘ . hitam — P : Ps J ' t latistics, employee 
Copley Advertising Agency, Boston, sociation, annual convention, Mor- ing Executive: Association, annual} yen gy ng BS 
taking over the duties of Arthur rison Hotel, Chicago. meeting, Columbus, O siustee ated 7 ine Soromest 
V. Brown, president and copy chief, May 12-15. Lithographers Na- June 21-25. Advertising Federa- Write for folder AALS 
who is now in the Army. tional Association, annual conven- tion of America, annual convention. Visene FATS 


2 West 46th Street, N.Y.C. 


ge no SmING Is TO WHITE OWL! 
Le cent ree beeen oe 0 6 Sa OT a en 8 town 2 
ee ee Oa ee 


With this 1,000-line insertion, Fae | 
Cigar Co. has resumed its use of news- 
papers after a three-month layoff. re | 
than 30 dailies in 25 metropolitan cen- 
ters will carry the new copy. J. Walter | 
Thompson Co. handles the account. 


-— Pond Starts Drive 


Friends 


tH} | 
‘— on Cheeks Rouge Henin | 
: é . : | 
-— in June Magazines t allt 
- New York, April 30.—Pond’s Ex- 7 : 
e tract Company will start promotion : 
n of Cheeks dry rouge, its newest 
ti product, with copy to be launched : MI ! 
e in Puck—The Comic Weekly in b> i H | 
vy. —& June, followed by insertions in Au- il 
gust issues of 15 magazines. For ao ; f | 
lo the present, copy on Cheeks rouge Bia? = ss + | 
will be incorporated with previ- eC mY hE tH 
ously announced Dreamflower pow- we / 
der and Lips ads. 
Copy in The Comic Weekly will e 
begin June 28, and other magazine 
as — copy will run in Fawcett Women’s 
1's Group, Ladies’ Home Journal, Mac- , n 
iC- fadden Women’s Group, Mademoi- 
he | selle, Modern Group and True Story | 7a 6 
ns") on a once-a-month basis through 
a ) the end of this year. 
—_ The initial Cheeks rouge ad in| , , ’ 
OY |. Mademoiselle will be incorporated HE Yankee Network's huge audience, built by 
ed n a two-color page for Pond’s Lips, . ; 
n which the actual shade of Cheeks cooperative community efforts, has been aug- 
in- § will be shown in color. Since the 
ee ee wee ee eee mented by thousands of added listeners in New 
re- with those of Lips, the Pond’s lip- 
nal stick, copy will suggest a “matched . ’ 
° make-up” tie-in between the two. England industrial centers. 
a J. Walter Thompson Company is 
10! 2 , 
x ME the agency. Because The Yankee Network's hometown stations 
Purchases “Chronicle” have won, through years of service, invaluable loyalty 
John R. Ham, Cordele, Ga., for- ' , 
‘fe J mer editor of the Crisp County and acceptance from established residents of these 
T0- News, has purchased the Abbeville 
de Ch icle Mrs. L. U. White- ats ° ' 
aa saan localities, newcomers will accept these stations on 
and 
the 


». | Doughty Wins Promotion 

H. E. Doughty has been appointed 
assistant sales manager of Jessop 
Stee] Company, Washington, Pa. He 


- formerly was district manager at 
Philadelphia. 


the same basis of merit, and become friends. 
You will want to make Yankee Network friends your 


friends because, with accelerated incomes, every 


key area represents new buying sources and 


Whose trade mark is this? 


new markets vitally affecting staple products as 
well as many commodities previously not within 
purchasing ranges. 

Manufacturers, alert to this opportunity, are ad- 
justing promotions to profit by the situation, and = 


are using the one network that has always success- 


ee 


fully sold New Englanders. 


|oncreese THE YANKEE NETWORK, we. ff 


« Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 21 BROOKLINE AVENUE, BOSTON, MASS. EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
Ave., or phone FRAnklin 


5854, we will tell you. 
ee 
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1942 


Furniture Making 
Faces Further Cuts, 
Transport Pinch 


Ingenuity in Finding 
Substitutes Ils Shown 
in Mid-Season Market 


Chicago, April 30—Although 
automobiles, long one of furniture’s 
chief competitors for the consumer 
dollar, are out of the way now, and 
the war housing program gives 
furniture makers an unprecented 
market, John M. Brower, chief of 
the WPB furniture industry divi- 
sion, chilled industry leaders here 
for the home furnishings market 
this week with the statement that 
the war effort ultimately will re- 
strict the manufacture of furniture. 

The industry is still struggling to 


adapt itself to the blows dealt by | 


curtailment orders affecting down, 
kapok, carbon steel for springs and 
steel for furniture construction, but 
a looming transportation shortage 
may well be the final blow. ““‘When 
defense plants are in full operation,” 
Mr. Brower said in a press confer- 
ence, “there won’t be much 
for the transportation of furniture.” 

Exhibitions of the many furniture 
makers, however, were ample proof 
that the industry is moving at full 
speed to grasp the sales opportuni- 
ties presented and to advance sub- 


stitutes, wherever’ possible, for 
products curtailed by the govern- 
ment. The upsurge of defense 


homes has led many makers to in- 
stall a line of reduced-size furni- 
ture, variously known as “Victory 


lines,” ‘‘Defense size,” etc. Basing 
their marketing plans on the fact 
that rooms in most war housing 


projects are small, and that many 
pre-fabricated units are planned for 
completeness, not for airy comfort, 
the manufacturers can show a com- 
plete line of furniture ideally suited 
to the small houses, or, for that 
matter, to the tiny metropolitan 
apartment. 


Survey Is Released 


A survey originally made by 
Henri, Hurst & McDonald, agency 
for the Kroehler Mfg. Company, on 
the war worker market was re- 


room | 


leased by the joint committee of the | 


Furniture 
Southern 


National Association of 
Manufacturers and the 
Furniture Manufacturers Associa- 
tion. In substance it shows that, 
for government projects: 

Most workers living in defense 
projects are skilled workers; their 
average wage is $40.97; they have 
lived at the projects for three 
months; their average monthly 


rental is $30; 40 per cent of them) 


brought all their furniture’ with 
them, 36 per cent bought some new 
furniture and 23 per cent bought all 
new furniture; more than 90 per 
cent considered their present furni- 
ture not too “bulky or heavy” 
(which seems to throw cold water 
on the “reduced-size” line): house- 
wives preferred modern, colonial 
maple and 18th century styles: and 
families preferred walnut in the 
living room and bedroom, and light 
woods in the dining room. An in- 
teresting sidelight in the study 
showed that about one-fourth of the 
defense workers had lived in homes 
with smaller than the wat 
projects they now occupied. 

There is a definite trend to mod- 
ern furniture visible in the exhibits 
on display at the American Furni- 
ture Mart. Apparently in disregard 
of the reported preferences for wal- 
nut, blond woods were greatly in 
evidence, maple is still holding well. 
as is period furniture. There is a 
substantial trend toward lighter 
pieces, both because the maker pre- 
fers them now under curtailed con- 
ditions, and because the war worke1 
is likely to be a mobile worker, and 
the lighter the piece, the easier it is 
moved. 


rooms 


Retailers Rush Orders 
Retailers are giving the manufac- 
turers headaches, however. As 
item after item became critical, re- 
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tailers rushed orders for these items. 
Apparently, they worked on the 
theory that most urgent matters 
should come first and, concentrating 
on the “war casualty” lines, have 
used up most of their working cap- 


ital. Many have stocked a much 
larger inventory than in normal 
times. Since the wooden furniture 


—which normally accounts for 25 
per cent of the industry’s annual 
sales—has so far been unscathed 
by the government’s scythe. “case 
goods”—bedroom sets and dining 
room sets—have lagged in retailers’ 
sales. This lull would be of little 
consequence in normal times, when 
production could stop for a few 
days, but labor is scarce these days, | 
and a man laid off during a lull is 
apt to be a man hired by some man- 
power-hungry industry. Under these 
circumstances, some makers have 
dropped case goods’ prices 10 per 
cent in an effort to speed sales and 
cut costs of the buying lag. 

To appreciate the plight of the 
furniture makers, one must realize 
that curtailment orders now affect 


or threaten jute and wool for floor 
coverings, steel springs for uphol- 
stered pieces and mattresses, down, 
kapok and rubber fillings, steel and 
other metals for outdoor furniture, 
construction furniture and _ floor 
lamps. The industry has met these 
problems with ingenuity. Kroehler 
Mfg. Company exhibited a line of 
upholstered furniture which uses no 
steel, springs, down or kapok. Of 
wooden construction, the furniture 
has filling of Spanish moss and 
blown cotton. Kroehler designers 
insist that the material will not mat 
with use and will retain its original 
resilience to a pronounced degree. 
Most of the furniture men were 
hesitant about predictions on the 
future of the industry. One told 
ADVERTISING AGE that his company 
had a two months’ supply of springs 
—and some kapok. ‘When that is 
gone,” he said, “I suppose we'll con- 
centrate on wooden furniture—pro- 
vided nothing happens to it.” 
Likewise, most of the furniture 
men were hazy as to the effect of 
OPA’s nationwide price ceilings, 


and could not interpret them in 
terms of their relation to future 
furniture business. It was certain, 
however, that the President’s re- 
quest for tightened instalment buy- 
ing would hurt the furniture re- 
tailer considerably. 


Future Is Uncertain 


Lawrence Whiting, president of 
the American Furniture Mart, 
summed up for the makers by esti- 
mating that the furniture business 
would be excellent in the immedi- 
ate future, but uncertain later. He 
said 300 to 400 million dollars worth 
of furniture would be produced in 
the next few months. 

Discussions as to the advisability 
of converting furniture plants to 
war production continued at the 


|meeting, with Earle O. Hultquist, 


president of the National Associa- 
tion of Furniture Manufacturers, 
urging plants to continue making 
furniture as long as possible, thus 
contributing to the nation’s econ- 


omy. Mr. Hultquist also took the 


opportunity to say that the industry 
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required only 32,000 tons of stee! a 
year, and that it had been denied 
that amount. He pointed to certain 
uses of steel by the government. 
notably fences around public build. 
ings, as examples where wood 
could have been used. 

Don L. Jordan, president of the 
Southern Furniture Manufacturers 
Association, said the industry must 
make a detailed survey showing its 
manufacturing possibilities in the 
war effort. 


Faneuf Goes to OPA 


Leston P. Faneuf, director of 
/advertising and public relations for 
the Marine Trust Company, Buffalo. 
has resigned to head the ney 
Buffalo regional office of the Oftice 
'of Price Administration. 


Conde Nast Elects Two 


Frank F. Soule, advertising direc- 
tor of Conde Nast Publications. 
New York, and Andrew E. Sheehan. 
circulation manager, have been 
elected directors of the company. 


More than 10,000 miles were covered in three weeks by NBC executives on 


their War Clinic trip across the nation 


Kach 


the first of its kind in radio 


clinic session lasted two days, the first given over to presentation of the 


and that our needs are quite secondary. Most certainly ‘broadcasting as usual’ 


belongs to the same 


” 


limbo as ‘business as usual. 


So spoke keynoter Frank E. Mullen, NBC's executive 
vice-president, in opening the NBC War Clinie on 


March 


16th in New York 


the first of a nationwide 


series of two-day meetings held to map out a long-range 


program of operation under wartime conditions. 


The meetings, involving a 10,000-mile three-week 
trip by ten NBC department heads, were held in Cin- 
cinnati, Atlanta, Dallas, Chicago and San Francisco, 
and attended by operators of 120-odd affiliated NBC 


Red Network stations. 


All phases of broadcasting were studied. with forum 


discussions on such vital subjects as “Government and 


Wartime Radio.” 


“Programming Problems of 1942, 


“Radio and the Press” and “The Obligations of Radio 
to the Public in Time of War.” On the advertising side 


Red Network's plan of operation for 1942, the second to give-and-take 


discussion of station-network problems. 


Map shows location of regional 


clinic meetings and stations represented at each. 


RADIO'S FIRST WAR GLINIG IN AGTION 


“We must realize that the needs and necessity of our government come first, 


of the picture, discussions centered around the all-im- 


portant subject of radio’s ability to solve the wartime 


problems of advertisers, and realistic plans were made 


for integrating the commercial network structure and 


the network’s war effort with a minimum of dislocation 


and a maximum of effectiveness. 


Today, as a result of the Clinic meetings, the activities 
of NBC and the stations composing the Red Network 


are coordinated for fullest and 


most efiicient service for 


the duration for all concerned — a service which insures 


even greater Red Network effectiveness for those who 
employ its facilities in the daws ahead. National Broad- 


casting Co., A Radio Corporation of America Service. 


NOG RED NETWORK 


THE NETWORK MOST PEOPLE LISTEN TO MOST 
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Sales Drive for 
Latin American 
Web May Resume 


CBS Shortwave Set-up 
Starts Sustaining 
Programs May 1|9 


New York, April 29.—Interest in 
shortwave broadcasting as a poten- 
tial commercial advertising medium 
increased this week as the Colum- 
bia Broadcasting System announced 
Latin American Net- 
work of 76 stations—CBS “Cadena 
Americas’”—would _ begin 
operation 


that 


de las 
full - scale 


its new 


sustaining 


Tuesday, May 19. 


Initial 
wave relay transmissions to Latin 
America by three beams to three 


plans call _ for 


short 


basic groups of stations from 4 to 
11 p. m. EWT each night. Contracts 
signed with the 76 affiliates require 
them to carry at least 20 per cent 
of the programs transmitted from 
New York. 

No commercial programs will be 
included on the network when it 
starts, and although CBS has main- 
tained a sales department under 
Allen J. de Castro for some time, 
no rate card has been issued. 


Planned in 1940 


The CBS “Cadena de las Ameri- 
cas” was formally announced by 
William S. Paley, president of the 
parent network, late in 1940, fol- 
lowing a trip to 20 neighbor nations. 
Original plans called for commenc- 
ing network operations at the out- 
set of 1942, but concentration of 
radio equipment production on war 
needs and uncertainty as to the for- 
mative broadcasting plans of the 
Coordinator of Inter - American 
Affairs, led to postponement. Active 
sales promotion for the Latin 
American web dwindled last fall, 


but may be resumed following 
policy conferences by CBS execu- 
tives this week. 

Final go-ahead for sustaining 
operation followed completion at 
the end of February of three CBS 
transmitters, WCBX and WCRC, 
each 50,000 watts, and WCDA, 
10,000 watts. 

Use of both Spanish and Portu- 
guese languages in South America 
presents interesting mechanical and 


production problems. The New 
York Philharmonic Society broad- 


casts, for example, 
nounced in English, transcribed, 
and presented with Spanish and 
Portuguese announcements over 
different transmitters. One 50,000- 
watt beam will carry Portuguese 
language programs to Brazilian 
affiliates, a second Spanish program 
and news to the balance of South 
America, and the third transmitter, 


will be an- 


with 10,000-watt power, will carry 
Spanish to Mexico and Central 
America. Each affiliated = station 


will pick up its own program “off 
the air” from the international sta- 


tions near New York, and rebroad- 
cast them locally. Only in Argen- 
tina will existing land lines be used. 
A number of programs will origi- 
nate at Latin American points, be 
relayed to New York via_ short 
wave, then beamed to the South 
American affiliates. 

NBC’s Pan-American Network, 
which has been in operation since 
last fall, now boasts a total of 124 
Latin American affiliates and an 
annual billing of approximately $1,- 
000,000 divided between Standard 


Oil Company of N. J., Carters’ Little | 


Liver Pills, Pepsodent and Alka- 
Seltzer. 
Army Shows Increase 
Both NBC and CBS are making 


rapid strides in selling the facilities 
of their shortwave stations for re- 
broadcasts of network programs to 
the armed forces. These programs 


are usually transmitted by the same | 


stations on separate beams during 
the early morning hours. 

NBC-Red network reports that 
19 topflight evening programs are 


_ 


Paul Morency, left, manager of WTIC, Hartford, chairman of the War Clinic meeting in 
New York, and William S. Hedges, NBC vice-president in charge of Stations, who, as 


chairman of all other meetings, gave station operators the overall picture of the operation 


vac? 


TT MS 


= a 


“g ee 
LE Meh a 


of the Red Network under wartime conditions. 


wrt 


n the 


: L Menser, program director, answers a question from 
the @ 


at the meeting in New York. Mr 


NBC's extensive plans for war-effort programs 


mung year. 


Menser re 
| 


programs to the war effort. 


Dr. James Rowland Angell, NBC educational counsellor, 


reporting on plans for gearing NBC's public service 


Roy C. Witmer, vice-president in charge of Red Network sales, speaking 


at the Dallas meeting, sees reason for 


“restrained optimism” in the 


1942 outlook, citing fact that NBC's first quarter sales for 1942 showed 


an increase over the same period of last vear 


The part that promotion must play in racio’s overall 


war effort was outlined by Charles B. Brown, 


NBC sales promotion manager. 


27 
now going overseas during the 
morning hours. They are: 

Information Please and Kay 


Kyser’s College of Musical Knowl- 
edge, American Tobacco Company; 
Bill Stern’s Sports Newsreel of the 
Air, Colgate-Palmolive-Peet Com- 
pany; Ellery Queen, Emerson Drug 
Company; Fitch Bandwagon, F. W. 
Fitch Company; Jack Benny, The 
Aldrich Family and Fanny Brice, 
General Foods Corporation; Fibber 
McGee and Molly, S. C. Johnson & 
Son; Bing Crosby’s Kraft Music 
Hall, Kraft Cheese Company; Burns 
and Allen, Lever Bros. Company; 
National Barn Dance, Miles Labora- 


tories; Johnnie Presents, Philip 
Morris; Bob Hope, Pepsodent; Al 
Pearce, R. J. Reynolds Tobacco 


Company; Dr. I. Q., Vicks Chemical 
Company; Truth or Consequences, 
Procter & Gamble; Horace Heidt, 
Lewis Howe Company; and the sus- 
taining “Army Hour.” 

CBS shortwave commercial pro- 
grams include Philip Morris Play- 
house and Crime Doctor, Philip 
Morris; Fred Allen, Texas Com- 
|pany; Kate Smith, General Foods; 
|First Line and Melody Ranch with 
Gene Autry, Wm. Wrigley, Jr., 
Company; Gay Nineties Review, 
U. S. Tobacco; Lux Radio Theater, 
Lever Bros.; Great Moments in 
Music, The Celanese Corporation; 
and Take It or Leave It with Phil 
Baker, Eversharp, Inc. 


New Programs May 4 


First commercial programs espe- 
cially prepared for transmission to 
expeditionary forces in Ireland, 
Australia, Iceland and other points, 
will be launched May 4 on the NBC 
international station, WRCA, and 
WNBI in New York and WBOS in 
Boston. The programs will be a 
special 15-minute version of the 
Esso Reporter news summaries now 
heard throughout the Eastern sea- 
board in one of radio’s largest spot 
(news campaigns. 

Originating live in New York at 
1 p. m., EWT, the Esso Market- 
}ers news programs will be heard at 
16:30 a. m. by troops in Hawaii and 
at various other times throughout 
ithe day until 6 p. m. in Ulster. 
According to Marschalk and Pratt, 
advertising agency for Standard Oil 
Company of New Jersey, the com- 
mercials will be limited to brief 
institutional reminders to post-war 
customers and greetings to more 
than 1,000 Esso Marketers men now 
serving with the armed forces. 

Both the Army and the Navy 
provide shortwave receivers in 
jrecreation rooms, canteens and 
_barracks abroad, and in some quar- 


jters, such as Australia, programs 
| are recorded so that successive 
|groups may hear them. According 
|to CBS, the Navy has frequently 


| wirelessed important program 
changes to all ships at sea and all 
shore stations so that no men in 
the armed forces would miss a sin- 
gle instalment of a Jack Benny- 
Fred Allen feud. 


“Domestic Commerce” 
Reprints Young Letter 


The letter which James W. 
Young, senior consultant of J. 
Walter Thompson Company, New 


York, wrote to a friend to explain 
his reasons for sticking to his job 
to help win the war has been re- 
printed in the April 16 issue of “Do- 
mestic Commerce,” official weekly 
publication of the Department of 
Commerce. 

The letter was first published by 
ADVERTISING AGE in the Ad-libbing 
|column April 6. Described by the 
|federal publication as “a_ classic 
| which every adman might well read 
|over and over again,” the letter ex- 
|pressed the view that eventually 
our government will follow Eng- 
land, Canada and Australia in 
learning “that the channels and 
skills of advertising will eventually 
be needed to inform and direct the 
people how to win this war.” Mr. 
Young was formerly director of the 
Bureau of Foreign and Domestic 
Commerce. 


Gets ASCAP Judgment 
Kentucky back tax collectors 
have filed a suit for $10,328 against 
the American Society of Composers, 
Authors and Publishers, represent- 
ing state income taxes on royalties 
collected by ASCAP since 1936. The 
amount involved is said to have 
been agreed upon by ASCAP. 
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May 4, 1942 


To Simons-Michelson Mennen Expands 


Union Investment Company, De- 


troit, has appointed Simons-Michel- | Magazine List for 


son Company to handle its advertis- 


ing. Quinsana Drive 


Newark, April 29.—Urging deal- 


‘4 ers to triple last year’s orders, Men- 
ye nen Company completed plans this 
week for its second consumer cam- 
|paign on Quinsana foot powder 
|with a greatly expanded appropria- 
tion, using six magazines instead of 
last year’s one. The drive will 
start the third week in June with 
pages and half pages appearing 
‘every three weeks until mid-Sep- 
tember. 
It was just a year ago that 
Mennen accelerated its efforts to 
capture the athlete’s foot market 


the new product in Life, emphasis 
being placed on the superiority of 
powder over liquid in treating the 
ailment. At that time Quinsana 
had only scattered’ distribution 
across the country. Copy liberally 
sprinkled with photographic layouts 
and headed “7 out of 10 now have 
America’s number one skin disease” 


The Record Newspapers 
r= the *city’s sole dailies) ot oa 
new peak of 38,715*, Troy is 
more than ever an importont 
and profitable New York Stote 
market. 


° 1042, A. B. C. 
Publisher’ Statement. 


|general theme and type of layout 
| will be continued. 

| This year’s stepped-up drive will 
|appear in Collier’s, Good House- 
| keeping, Liberty, Life, Look and 


with a schedule of full pages for | ’ 
Gets Kroger Promotion 
F. S. Vamos has been appointed | 


|proved so successful that the same | 


The Saturday Evening Post. Tying 


in with the nation’s war effort, the 
new copy admonishes, “Now, with 
millions of persons on their feet in 
war production, and with our mili- 
tary forces on the march, it be- 
comes more important than ever to 
check this widespread infection.” 
A larger size can containing six 
ounces and selling for 50 cents has 
been substituted for the previous 
four-ounce can selling at 35 cents. 


By packing Quinsana in the same) 


rectangle-type container used for 
its antiseptic powder and talcum for 
men, Mennen has obviated the 
necessity of special machinery 
needed for making and filling the 
former round four-ounce package. 
H. M. Kiesewetter Advertising 
Agency directs the account. 


merchandise manager of the Pitts- 
burgh branch of Kroger Grocery 
and Baking Company. He succeeds 
L. K. Harvey, who has been trans- 
ferred to the company’s general 
offices in Cincinnati. 


Adclub Aids Coast Guard. 


The Boston Advertising Club re- 
cently turned over $1,500, the net 
proceeds of its annual dinner dance, 
to the Welfare and Recreational 
Fund of the First Naval District of 
the United States Coast Guard. 


Strategy is the planning of warfare. 


Tactics is the execution of those plans. 


WE-ALL are part of the Victory Program. 


appropriate one single second of time. 
modity it now is. 


individual contribution to Victory. 


DEPARTMENT OF LOGISTICS 


LOGISTICS 


Logistics, the third branch of military science, is the sup- 
plying of everything necessary to strategy and tactics—in the 
right amount, at the right place, at the right time. 


Now, in fofa/ war, we must apply the science of Logistics to 
all of our activities as a nation—civilian as well as military. 

Our supply lines are literally life lines of the United Nations. 
Man-power avd munition-power are the controlling factors. 

Today, Logistics dictates strategy—determines tactics. 


Congress has appropriated billions of dollars dut it cannot 
Time favors those who appreciate it as the priceless com- 


In war, when we save time we save lives—and we make our 


INTERNATIONAL Business Macuines CorporaTION 


This message appeared in every daily newspaper, both English and for- 
cigenslanguage, in the United States and Canada, on March 30, 1942 


The war has been responsible for 
market changes which are already 
reflected in national magazine cir- 
culations, Mr. Fisher declared, ang 
advertisers should re-examine their 
use of this as well as other avai]. 
able media. The war also has 
changed the markets reached by 
newspapers, although in this case 
on a city-by-city basis rather than 
nationally. 

No single medium was singled 
out by the speaker as the best for 
_a particular company and, no mat- 
ter which combination is chosen, he 
said, life insurance companies 
should continue as much of their 
advertising as possible during the 
emergency. Selection should be 
determined on the basis of up-to- 
date market facts which reveal the 
shifts in incomes, geographic loca- 
tion of prospects, in the various age 
groups which can and will buy 
insurance protection, and availabi]- 
ity of prospects to the companies’ 
field men. 

The value of house organs in 
support of field organizations was 
' stressed by Francis J. O’Brien, sales 
£ promotion director of the Franklin 


TRIPLE PROTECTION 


\ gee 
4 * Ve 


" THE RICHEST 


FLAVOR IN COFFEE” 
‘ wow protected by 


THE NEW PATENTED INNER-LINING 
THAT ASSURES YOU 3 TO4 
TIMES MORE PROTECTION 
THAN THE REGULAR PACKAGE! 


MOW' — Alter severs! years of intensive research. the 
Duncan Cottes Company proudly presents Lamotiim — 
the new triple protection that seals im the Maver and 
goodness of Admuvration by keopeng the movsture oul! 


, NOW! — Whee pee buy Admireten Coffee in the eco 
| neonvcal Lamotim lined package you con be sesured 


i 

mY |Life Insurance Company, Spring- 
‘field, Ill. Experience with the 
\“Franklin Field” has taught him, 
Mr. O’Brien said, to keep it as 


An economical Lamofilm-lined package 
now safeguards Admiration coffee, Dun- 
can Coffee Co. announces in this 3 
column by 210-line newspaper copy, 
using extra color. The product is dis- 
tributed in Southern states. 


timely as possible and the current 
issue, “dressed up in as feminine a 
fashion as we in our male crudeness 
were able to do,’’ devoted almost 
half its space to material concern- 
ing women prospects. “It seems to 
us that since such a large percent- 
Study Market Data age of men are no longer available, 

women have become increasingly 
Closely, Insurance important as prospects,” Mr. 
O’Brien said, “particularly since they 


Adman Tells Group are taking a constantly greater 


share in business and industry.” 


Excelsior Springs, Mo., April 28. | 
—Careful study of. great market} 
shifts already effected by the war Magnaflux Goes to Evans 
will pay real dividends to life insur- | Magnaflux Corporation, Chicago 
ance advertisers who use the data| manufacturer of magnetic inspec- 
wisely in determining media, Fred|tion equipment for industry, has 
L. Fisher, advertising manager of |named Evans Associates, Inc., to 
the Lincoln National Life Insurance | handle its advertising. 


Company, Fort Wayne, Ind., told — 
members of the Life Insurance| KLCN to Foreman 
Foreman 


Advertisers Association at their 
North Central Round Table here | appointed 
last week. 


Company has _ been 
national representative 
for Station KLCN, Blytheville, Ark 


oe ad . 
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and in March 
- 140,117 


Few newspapers anywhere can equal The Telegram- 
Gazette’s record of continuous normal growth. Few 
can match The Telegram-Gazette’s blanket coverage 
and dominant influence in its field. In 1927 The 
Telegram-Gazette achieved the then almost incredible 
circulation, for its field, of 100,784 average net paid 
daily. Reader interest, and reader confidence, sent 
the figure progressively higher. 


In 1937 ; ° ‘ 
In 1940 ‘ , ‘ 
In 1941 ; , , 
And in March of 1942. 


117,127 
128,643 
134,302 
140,117 


The Worcester Market — heart of industrial New England — offers 
almost unlimited opportunities to Telegram-Gazette advertisers 
NOW. Hundreds of factories are working overtime for Victory: 
every business index is UP Population: Worcester 193,694. City 
and Retail Zone 440,770. This rich market is covered by The 
Telegram-Gazette ALONE; there is no other Worcester daily. 


- . WORCESTER MASSACHUSETTS — 
Sins CGeorce F. Boorn, Publ sht3- 


OcKk aud ASSOCIATES, NATIONAL REPRESENT 


~ OWNERS ek RADIO STATION WTAG > 


th TELEGRAM -GAZETTE 
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SILENCE, PLEASE! 


Westinghouse Radio Stations WBZ and 
WBZA awarded a war savings bond to 
Marguerite Miller, Chicago student at 
the Boston School of Practical Art, for 
this winning poster in a contest con- 
ducted in the Army First Corps Area to | 


promote greater secrecy about the 
movement of military equipment and 
personnel. 


Business Paper 
Publishers to 
Scan War Skies 


New York, April 30.—‘Business 
As Usual” will be replaced by war- 
time responsibilities as the domi- 
nant discussion theme when mem- 
bers of the Associated Business 
Papers meet for their 18th annual 
spring meeting May 6-9 at the Sea- 
view Country Club, Absecon, N. J. 
The conference will be devoted to 
the respective wartime and _ post 
war responsibilities of publishers, 
editors and advertisers. 

Thursday morning’s opening ses- 
sion will focus on a discussion of | 
“Industrial Efficiency” from _ the 
viewpoint of the government, the 
manufacturer, and _ industry’ by 
James F. Lincoln, president, Lin- 
coln Electric Company, and a repre- 
sentative of the War Production 
Board. W. J. Rooke will deliver 
the ABP president’s address, and 
James H. McGraw, Jr., president 
of McGraw-Hill Publishing Com- | 
pany, will keynote the convention's 
basic problems with “The Business 
Press Faces Its Crisis.” 

Thursday afternoon Arnold 
Friedman, Chain Store Age, will 
conduct a merchandising paper | 
clinic. 

Sharing in Friday’s discussion of 
the editors’ role in wartime leader- 
ship and planning for the peace will 
be John Van Deventer, editor, Iron 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Propitably 


* Direct Mail Advertising 
*Created and Produced 
* Dealer Help Campaigns 
* Automobile Owner Lists 
*Rated Consumer Lists 
* Addressing and Imprinting 
"Contest Judging 
*Premium Mailings 
*Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 

350 E. 22nd St. Chicago, Ill. 

305 E. 45th St. New York City 

12] Venice Bivd., Los Angeles, Cal. 


Age; Julien Elfenbein, editor, House 
Furnishing Review; Lionel D. Edie, 
economist, and Stanley A. Knisely, 
executive vice-president of ABP. 
War and postwar tasks of adver- 
tising and selling will occupy Sat- 
urday’s discussion, speakers includ- 
ing Howard Ehrlich, executive vice- 
president, McGraw-Hill Publishing 
Company; Kingsley Rice, chairman 
of the ABP promotion committee, 
and publisher, Power Plant Engi- 
neering; Schuyler Hopper, ABP ad- 
vertising manager, 
Hays, Penton Publishing Company. 
Afternoons and evenings will be 


|kept clear for informal sports and 
social events. 


Moves Offices 

C. E. Rickerd, Inc., Detroit 
agency, has moved its offices to 5462 
Second avenue. 


and George | 


KFAR Power Up 


In spite of the WPB freeze order 
on equipment, Station KFAR, Fair- 
banks, Alaska, has been granted 
permission by the Federal Com- 
munications Commission to increase 
its power from 1,000 to 5,000 watts. 
The Alaska Defense Command and 
the Civil Aeronautics Authority 
supported the station's application 
because of its importance to civilian 
and army morale, and as a homing 
beam for pilots. 


Two Join Macfadden 

Karl F. Kassebaum, formerly a 
member of the advertising sales 
staff of the New York Journal- 
American, and Arthur Christianson, 
formerly account executive at 
H. M. Kiesewetter Advertising 
Agency, New York, have joined the 
eastern sales staff 


- 


No Drastic Change Seen | 


for Women’s Fashions 


Women’s fashions will not be 
regimented by wartime restrictions 
on use of fabrics, dyes and metals, 
according to Alice Burrows, asso- 
ciate editor of Vogue’s merchandis- 
ing service, who spoke to the Hart- 
ford, Conn., advertising club re- 
cently. 

She predicted styles will remain 
similar to present ones for the 
duration to assure maximum wear, 
| but patch pockets, wool linings and 
|very full skirts will be eliminated. 
There will be greater use of natural 
fibers in fabrics, and colors will be 
more subdued. 


To John A. Cairns 
Arnstein Bros. & Co., New York 
diamond merchant, has appointed 


WIS, KPRC Boost Power 


Stations WIS, Columbia, S. C., 
and KPRC, Houston, both NBC-Red 
outlets, will increase their night 
power from 1,000 to 5,000 watts 
within the next month. 


Davis Joins Agency 

Tyler Davis, former Chicago ad- 
vertising executive, has joined the 
creative staff of Lake-Spiro-Shur- 
man, Inc., Memphis agency, as an 
account executive. 


Exclusive Genuine Wet 
Process Insulators Eliminate 
Electrical Shorts Perma- 
nently. 


Women’s Group. 


of Macfadden| John A. Cairns & Co. to direct ad- 
| vertising. 


For the second time within a year, Oklahoma City 
voters have, by an overwhelming vote, approved a War 
Bond Issue. This one, in excess of two million dollars, pro- 
vides funds for construction of vital access roads between 
the mammoth Douglas plane plant just starting, huge Mid- 
West Air Depot, already nearing completion, and other 
military and civilian projects now fully engaged in Okla- 
homa City’s pulsing war efforts. 

By year’s end, new plants will add more than 41/2- 
million dollars to Oklahoma City’s monthly payroll, as 
Industry continues its migration to Mid-America — new 
fortress of Industry. Among 30,000 new workers, as among 
those already here, The Oklahoman and Times will con- 
tinue to be the key to greater sales for alert advertisers. 


ce UALAB OMAN ona TIMES 


THE OKLAHOMA PUBLISHING COMPANY: THE FARMER-STOCKMAN * MISTLETOE ExPRESS * WKY, OKLAHOMA CITY 
KVOR, CoLorapo Sprincs * KLZ, DENVER (Affiliated Management) * REPRESENTED BY THE KATZ AGENCY, INC. 


Pils We Fa a rae he cs > 3 ee bs ze ‘ nan, at ‘ SY ee tg rt sce 3 t ; ets Vga E Di iy ‘ a se 5 ale % 5 Ba a are ah 7 DT we tas Se Mins ot ti , hi 3 ee, ea: 4 
Neer ee crrrrtnssssEnEEee ae aaaaaaaaaaaaaaaaaaaaaaaaaaaaaasaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaacaaaaaaaaaaaaaacaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaasaaaaaaaaaacaeacaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaamaa aes , 
ee a es eee . 
re 
a. ct ote ee oa = 
Be ats 2a meg 
4 ie. a 
ry. 4 a dees 
aa anaaradie TA i oe 
“Rata Be oo 
re” a. . 
ee : : 2 ge ae ie ee ae 
? it ac a Pe : on Bai «ae —e 
‘ ‘ i & a 
ee 
OMEBODY. J 
. a == 
gee 
ae Pe 
——$_—— vy ARTKRAF ae 
SIGN CO, LIMA, OHIO EON 
nc eases ee) es 
7 nt; 
ee vas 
eee he 
ee 
a 
a ad 
- a. | ae ee me 
| = mart / = ee 
: | fi os 
a ify pe a 
me — Peay 
: . » ay * — 
‘ 
. — 
‘ es 
= ‘aw 
- ei 5 
0 - 4 . ay 3 
mse ee 2 
ae a 
: a ae Sali aie, 3h 
ce ha — aes a 
n I = ay 
( ‘ ee ym 
a a Bie es a 
: Pos 
‘hae haa 
Ph ee Th 
Tate 
aie 
SS pain: ete * 
Be ee 
? ar’ peo 
Ee 4 ae 
a aoe 
Sao 
oT gl ij 
ieee 
| = i 
7: 
ie 
re i 
or) ppenica! a 
le eieer ee | rw? = Nel ctike oA 
. ‘* —= “ i 
VL li ies 
ae p —™ oe 
ey = Hy OKLAHOMA CITY — 
\VVi/ - 
* 7 
ec 
| ® if +; . : P - 3 f . “A - seta 
| ere ——— we 
“as oie Ss 
ae 
t eee - i i Nee ier cee ? 2a ae . a) 5 ¥. ’ sa PC ee ee ees J PS, & y y+; ee ; a , +e sy date brags 
ot wae ae ie €rk: PAN A ge ae a Ce, ga : age sn iy ee tS & DS MP IS eos Joe mm eae acide = im Ab ee 
el a) th a ee eS. Seay ae gee) a ee ote ela Nae il SS races f ioen eee s a es SN age ae ae a a eA Saki: EN Se a 


30 


pee” 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC. 


New York Ad Club 


to Elect Officers 
Advertising Club 
will hold its annual 
election of officers 
May 12. 
Nominees 
John A. 


of New York 
meeting and 
and directors 


include: president, 
Zellers, vice-president, 
Remington Rand; vice - president, 
Allan T. Preyer, executive vice- 
president, Vick Chemical Company; 
treasurer, James A. Brewer, presi- 
dent, Brewer-Cantelmo Company; 
directors, Wilbur F. Howell, secre- 
tary, Robert Gair Company; Eugene 
S. Thomas, sales manager, Bam- 
berger Broadcasting Service: H. J. 
| Kenner, president, New York Bet- 
ter Business Bureau; Quincy P. 


Emery, vice-president, Stevens- 
Nelson Paper Corporation; I. S. 
Randall, assistant to chairman of 


| board, Transcontinental & Western 
| Air; and James Wright Brown, Jr., 
publisher, Editor & Publisher. 


Transfers Offices 

The Chicago office of C. L. Miller 
Company has been transferred from 
35 E. Wacker drive to Room 1930, 
| 333 N. Michigan avenue. 


WMA® is the station most 


Chicagoans listen to most. 


WMA®@ is the station which 
carries 7 of the 8 most popular programs on 


the air. 


WMA® is the station most 


people in 33 important trading centers listen to 


most, 


WMA®@ is the Chicago station 


listened to most in 9 metropolitan centers. 


W MAQ is the station that most 
people in 123 counties of Illinois, Indiana, Mich- 


igan, lowa and Wisconsin listen to most. 


And as a consequence, it is the 


best vehicle for your sales message in the Nation's 


second market. 


ADVERTISING AGE 


ip 


HELPING PICK LIVE-WIRE PRIZES 


After the Chicago Sun signed Joe Kelly to read comics on WLS, this group 
made a special trip to the kennels to help Kelly pick out the cocker spaniels 
given away on the show. The group includes (left to right) Kelly; Jeff Wade of 
_ Wade Advertising Agency, which handles the Sun radio show; Don Kelley, WLS 
sales promotion manager; Bob Archer of the agency; and Perry Schubert, Chi- 


cago sales manager of Miles Laboratories, another Wade account. 


| 
| 


Admen in the 
Armed Forces 


Roy Husbands, Woman's Home 
Companion representative in Chi- 
cago, is leaving May 16 to enter 
service as a captain in the Army 
Air Corps. He will be stationed at 
Miami Beach. A past president of 
the Agate Club, and a veteran of the 
first world war, Mr. Husbands was 
the guest of honor at a cocktail 


Joseph R. Collins, advertising 
manager of Libby, McNeill & Libby, 
Chicago, has joined the procure- 
ment section of the Army Air Corps 
as a first lieutenant, and is now sta- 
tioned at Miami Beach, Fla. 

Thomas A. Denton, American 
Family soap and O’Cedar polish 
account executive at H. W. Kastor 
& Sons Advertising Company, Chi- 
cago, has been commissioned a lieu- 
tenant, j.g., in the Navy. He is 
serving in the public relations 
|department at Great Lakes Naval 
'Training Station, Great Lakes, III. 

Norman W. Smith, treasurer of 
Critchfield & Co., Chicago, has been 
called to service as a first lieutenani 
|with the Army Specialist Corps. 
He is with the Cook County, II1., 
headquarters of the selective serv- 
ice system as assistant public rela- 
tions officer. 

Shannon M. Johnson, assistant 
sales promotion manager of the 
lighting division, Hygrade Sylvania 
Corporation, New York, has _ re- 
ceived a leave of absence to take 
up new duties as an ensign in U. S. 
Naval Reserve. 


| 


party at the Tavern Club April 28. | 


| 
| 


Woodrow Sporn, formerly head of | 
the premium department at Duane | 


Jones Company, New York, has 
enlisted in the Marines and is now 
stationed at Parris Island, S. C. 


Second Lieut. Lloyd I. Gibbons, | 


formerly advertising director of 
Saks-Fifth Avenue, New York, has 
been assigned to duty at the South- 


east headquarters, Army Air Corps, | 


Maxwell field, Montgomery, Ala. 

Walter C. Elly, Eastern advertis- 
ing manager of Fur-Fish-Game, 
Columbus, O., has been granted a 
lease of absence to serve with the 
U. S. Navy. 

Stirling R. Wheeler, assistant 
advertising manager of Scholastic, 
New York, has been commissioned 
a lieutenant, j.g., in the Navy and 
has reported for active duty at the 
naval air base, Quanset Point, R. I. 

Lieut. W. G. James, son of G. W. 
James, editor of the Canadian 
Statesman, Bowmanville, has ar- 
rived safely overseas. Lieut. James 
is with the Midland Regiment. 

Frank B. Thompson, president of 
Glenmore _ Distilleries Company, 
now with the U. S. Army, has been 
promoted to a major, according to 
word received at the company’s 
Louisville headquarters. He is on 
duty with the Army Air Corps at 
Maxwell Field, Montgomery, Ala. 

Mosher 8S. Hutchins, president of 
Hutchins Advertising Company, 
Rochester, N. Y., has been appointed 
a captain in the U. S. Army Air 
Corps. During World War I Capt. 
Hutchins was in service and for 
several years afterward was a re- 
serve officer of the field artillery. 
He has long been interested in avia- 


| 


tion and piloted his own private | 
plane. He was a platoon leader of | 
the Rochester Civil Air Patrol. 

During his leave of absence from | 
the company, his duties will be 
assumed by F. Irving Hutchins and | 
Frank A. Hutchins, officers of the | 
company. 

Bert Hagood, with the Phila- 
delphia Evening Bulletin’s advertis- 
ing department, who served in the | 
Navy in World War I, has re-en- 
listed and has his old job as chief 
naval storekeeper. 


J. E. Allen, for the past five years 
Eastern advertising representative 
for the Inland Printer, with head- 
quarters in New York City, resigned 
April 15 to accept a commission as 
lieutenant in the U. S. Navy. 

Bradford McFadden, business. 
manager of the Southern Banker, | 
has been called to active duty as a 
lieutenant, j. g., in the Aviation 
Corps of the U. S. Naval Reserve | 


'}and is stationed at Quanset Point, 


a" 


| corps, 


|advertising director. 
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ald-News, Fall River, Mass., adver- 
tising staff, has joined the U. § 
Army Air Corps as a cadet. 

Frederick W. Dudley of the Sy) 
& Citizen-Leader, Lowell, Mass 
has enlisted in the Army. 

William K. Paynter, formerly 
with the Hartford Courant, ha 
been promoted from the rank 
yeoman, first class, to ensign in th, 
U. S. Navy. 

Lieut. Herbert Van Zant, forn 
advertising salesman for “Band 
wagon,” has been named public i 
lations officer at Fort Sill, Okla. 
| Major Edward A. Luedke, sa\, 
|manager of Eagle Printing |; 
Company, division of Gene 
|Printing Ink Corporation, has be 
|ordered to active duty at the head 
|quarters of the Second Corps Are 
'Governors Island, New York. 

Tom Maloney, president of U. s 
Camera Publishing Corporati 
and head of T. J. Maloney Adve 
tising agency, has been comm 
sioned a lieutenant, U. S. Navy. An 
Annapolis graduate, he will serve 
a Naval Reserve instructor. Miller 
Simon, managing editor of U. 
Camera, has resigned to become 
private in the Army photograp} 
stationed at Mitchell Field 
L. I. Frank Comtois, advertisi: 
director, has enlisted in the army 
During their absence, William | 
Hardenbergh, vice-president = and 
treasurer, will fulfill publishing 
duties; Edna R. Bennett will act 
as managing editor and Joh 
Read Burr, formerly an acccount 
executive with Blackett-Sample- 
Hummert, Chicago, will serve a 
Plans for ad- 
ministration of T. J. Maloney, Inc 
have not been announced. 


Urged to Save Rubber 


National distribution of a ney 
| booklet emphasizing the need fo: 
strictest conservation of rubber and 
| offering suggestions for motorists 
on how to extend the life of thei 
| tires has been started by B. F 
Goodrich Company. 
entitled, ‘Will 
Jack Up Its 


The booklet is 
America Have to 
29,000,000 Automo- 


William E. Connors of the Her- | biles?” 


a 
” — 


Om —~ a 
It's Smartto be Born 


at the 


Two years ago MOTOR AGE came out in 


a 100', 
live service men. It 


new dress 


service magazine, for automo: 


picked the right time and the 


right stanee, for service is the backbone of the auto 


motive after-market. 
Further evidence of 
the 
MOTOR AGE’s billin 


ness is 


85°. in 1941. It’s the “natural” 


for today. 


CHILTON 


fact 


PUBLICATION 


© ; 
Chestnut & 56th Sts. Philadelphia, Pa. 


this timeli- 
that 
g increased 


MOTOR 
AGE 
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ADVERTISING AGE 


CONSUMER OPENER 
Vitamins. Vitemins, whos fet the Vitamins? 


Pep with canned 


Kellogg's 
grapefruit juice and coffee for a ‘'Vita- 
min breakfast,” Kellogg Co. launched a 
special campaign with this color ad in 
The American Weekly, plus black-and- 
white copy in New York, Chicago and 


Tying in 


Philadelphia newspapers. Color copy in 
This Week Magazine, and promotion in 
34 newspapers and via radio, is rounding 
out the drive, which was heavily mer- 
chandised to the grocery trade. 


Finneran Advanced by 
Gooderham & Worts 


John Finneran, formerly assistant 
general sales manager in charge of 
open states for Gooderham & Worts, 
Detroit distiller, has been = ap- 
pointed general sales manager. In 
his new post Mr. Finneran assumes 
the sales duties of Boone Gross, 
president and director of sales, who 
has taken an indefinite leave of 
absence. 

Frank Townshend, assistant gen- 
eral sales manager, will continue to 
direct the company’s activities in 
monopoly states and, in addition, 
will supervise all advertising and 
merchandising programs. 


McIntosh Appointed 


Fort Industry Company, the mid- 
west chain of radio stations which 
has already loaned J. Harold Ryan 
to the Office of Censorship, has con- 
tributed its technical supervisor, 
Frank H. McIntosh, to the govern- 
ment. He has been named chief of 
the radio section, communications 
branch, War Production Board. The 


post was formerly held by C. M. 
Jansky, Jr., who is now doing 
experimental work for the Army 
air force. 

Ryrie Joins Staff 

S. H. Ryrie, St. Louis theater 


manager for the past 20 years, has 
joined the advertising staff of the 
Morning Press, Lawton, Okla. 


FO2 DEFENSE 


4 BUY 
YJ UNITED 
STATES 
SAVINGS 
/BONDS 
AND STAMPS 


PRINTING 


The FAITHORN CORPORATION 
employes have subscribed 
100% to United States 
Defense Savings Bonds 


Delivery Order 


Threatens Trouble 
for Newspapers 


Washington, D. C., April 29.— 
Office of Defense Transportation of- 
ficials were faced with a storm of 
opposition from newspaper publish- 
ers following issuance of an order 
which would have the effect of 
limiting papers to the delivery of a 
single edition each day. 

The order, now slated to take 
effect May 15, prohibits special de- 
|liveries and “call-backs,” limits the 
jnumber of deliveries and the mile- 
age of local carriers, and forbids 
making “more than one delivery to 


| any one person in a single day.” 


Protests have been filed with 
ODT by the American Newspaper 
Publishers Association and by indi- 
vidual publishers. Thus far, they 
have fallen upon deaf ears, despite 
jthe fact that other necessary civil- 
‘ian industries were granted exemp- 
tions from the terms of the original 
order. ODT seeks to promote the 
pooling of deliveries, and may have 
drafted the order to cover publish- 
ers in order to speed action in that 
direction. 

Exemptions include vehicles op- 
erated exclusively for the construc- 
tion and maintenance of radio, 
utilities, and garbage and sewage 
disposal, as well as farm vehicles 
transporting produce and_ trucks 


31 
serving various carriers on a local Clothier Names Agency 
pick-up basis. Pooling is not pos- iiss & Clark. I Mattie 
sible in many of these cases. ee 8 meee SOS Senger 

" ra agp ey f ... Clothier, has appointed Botsford, 
The order also requires local car- 


Constantine and Gardner to place 
all radio advertising for West Coast 
outlets, effective May 15. 


To Lennen & Mitchell 


riers using rubber tires to reduce 
mileage beginning June 1 by 25 per 
cent. In addition, mileage saved 
through compliance with the order 
to eliminate special deliveries and 


ar > "0" . Vy , 
“eall-backs” may not be counted. Thayer Ridgway, formerly with 
McCann-Erickson, New York, has 
joined Lennen & Mitchell, New 


Six Join AFA 
The have joined the 
Advertising Federation of America: 


York, as an account executive. 
following 


American Press Association, New MAILING SERVICE 
York; Bayless - Kerr Company, 

Cleveland; Times-Picayune Pub-  Multigraphing — Filling-in 
lishing Company, New Orleans; 


Addressing —-Mimeographing 


THE LETTER SHOP, Inc. 


140 S. Dearborn St. Wabash 8655 


Ross Llewellyn, Jahn & Ollier En- 
graving Company and Graphic Arts 
Publishing Company, Chicago. 


Ath GPoienleg 


UT few markets offer such *CONCENTRA 


TION of population and buying power— 


the high potency factor 


Los Angeles. 


Here within the A. 


centrated 1,955,824 people who comprise 


in advertising—as does 


B.C. cily zone are con- 


70.2 


per cent of Los Angeles County’s total popula- 


tion, and who account for 74.6 per cent of the 


county's entire annual retail sales. 


Figures fail to keep pace with this miracle 


market, for war industries now employ hundreds 


of thousands on armament and supply contracts 


that run into billions of dollars...a PLUS market 


growing with incalculable rapidity. 


* 


Statistics emphasize the richness of this 


compact market where your advertising achieves 


high potency with minimum waste. 


-|- 


LY HER 


. 


Reach this closely-knit: major market with 
The Los Angeles Evening Herald - Express... 
FIRST in A.B.C. city zone circulation... FIRST 
in city and suburban circulation... FIRST in 
total circulation among all daily newspapers in 


the West—an outstanding medium in an out- 


standing market. 


RETAIL SALES GROW! 


Los Angeles retail sales in February, 1942, were 13 
per cent greater than in February, 1941, according 
to U. S. Department of Commerce, Bureau of the 


Census, reports of March 31, 1942. 


LOS ANGELES EVENING 


Worald bopres 


Represented Nationally by PAUL BLOCK AND ASSOCIATES 
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Utah Adclub Elects 

The Utah - Idaho Advertising | 
Men’s Association has elected the | 
following officers: president, Amos 
B. Jenkins, Salt Lake City; vice- | 
president, Hayden Stites, Idaho 
Falls; secretary, Ralph Davison, | 
Salt Lake City. The association will 
hold its next meeting Oct. 11-12 at) 
Ogden. 


Acquires Tranquillini | 

The entire stock of Tranquillini 
Advertising Art, Inc., has been 
acquired by T. K. Lamb & Asso- 
ciates, Cleveland. Hal Malmquist, 
formerly in the art department of 
McCann-Erickson, Cleveland, has 
been appointed general manager of 
the company. 


\D)RAMATIZE 


your product or trademark 


“Right on the borrel head” 
beams a message thot sells — 


or produce your idea! 


MULTI PRODUCTS, INC. 


1912 S. Western Ave., Chicago 


INDUSTRY THEME 


Weve tossed ovr CostAveountont 
overboard tor the duretion { 


FIRTH CARPET COMPANY 


Firth Carpet Co., unofficial spokesman 
for the carpet industry, carried this ap- 
peal in the New York Journal of Com- 
merce and Times last week as an effective 
one-time insertion expressing hope of 
100 per cent conversion to war work 
without regard to profit. 


Elected to ANA 


Stokely Brothers & Co., Indian- 
apolis, Ind., has 
membership 
National Advertisers, Inc. Ray N. 
Peterson, advertising manager, will 


_ Getting Personal 


been elected to} 
in the Association of | 


represent his company in the ANA. 


New England Meet Set 


| New England Newspaper Adver- | 


tising Executives Association 
hold its spring meeting May 12 at 
the Parker House, Boston. 


“CHASIN’ BUSINESS |! 


N THE RED RIVER 


VALLEY? DO IT THE EASY WAY-WITH 
WDAY AT FARGO, BUYIN‘ CENTER FER 
THE WHOLE VALLEY!” 


Ms, 
M 


“aw 


Q WDAY : arco. N.D. 5000 WATTS- NBC 


AFFILIATED WITH THE FARGO FORUM 
\) FREE & PETERS, NAT’L REPRESENTATIVES 


will | 
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Clark Borland, formerly with Lee Anderson’s Advertisers, Frederick 
& Mitchell, J. Walter Thompson Company and J. Stirling Getchell, 
Inc., is now editor and publisher of the County News, Ventura, Cal., 
published every Friday, come news or not. “Anyone whose dreams,” 
Mr. Borland writes, shattering a beautiful illusion, “of small town 
publishing include a rosy picture of hanging a ‘Gone Fishing’ sign 
on the door two or three days a week has another dream coming.” . . 

Pat Dolan, ad mgr. of Columbia Recording Corp., has been burning 
up the New Haven rails between Bridgeport and N. Y. making a daily 
visit with his first baby—a son. The new arrival was christened Pat- 
rick Sean Joseph 
Dolan. Mrs. Dolan 
is the former Ruth 
McClain of the 
Chicago Herald- 
American, . . 
Frank Westcott, 
advertising direc- 
tor of the Post- 
Tribune, Gary, 
Ind., is relaxing in 
Arizona on his an- 
nual vacation. . . 

In the course of 
his review of ad- 
vertising material 
on war themes, 
Vaughn Flannery, 
ex-Young & Rubi- 
can art. director 
and now head of 
the OFF Graphics 
Division, came 
across a_ civilian 


SCRAP FOR THE AXIS ~ 


Part of the scrap pile amassed by the Peoria Advertising 
& Selling Club in less than two weeks’ time is shown here. 
Looking over some of the articles of war which will be 
refashioned into new weapons are (left to right) Fred 


defense ad from _ Landis, president, Wes Heppard, chairman of the co- 
Sea Cliff, L. I. operating organizations committee, and Kirby Jeneson, 
The copy was ad- chairman of the advisory committee. (Photo by Peoria 
judged excellent, Journal-Transcript). 

and _ investigation 


disclosed it was but a part of a complete campaign which the Office 
of Civilian Defense wanted sent to all communities as a model. Get- 
ting permission to reproduce it proved to be no problem, for the Sea 
Cliff civic worker and advertising expert turned out to be Herbert 
Bishop—whose full-time occupation is as a Y & R art director. . . 

It’s a hundred-to-one shot that when the baby boy who has just 
arrived at the home of Edward N. Robinson, J-W-T copywriter, grows 
up no one will ever have to say “your face is familiar but I just can’t 
place your name!” Quicker than you can think about it, his adver- 
tising-minded father took care of that by christening him Jack Robin- 
son. Mrs. Robinson, née Carolyn Worthington, was formerly in the 
ad department of Lord & Taylor, N. Y. department store. . . 

Among those who received the N. Y. Ad Club’s fourth annual “order 
of the rake” were Richard Manville, ad analyst of Newell-Emmett 
Company, and Robert M. Fuoss, formerly prom. mgr. and now man- 
aging editor of The Saturday Evening Post. The award is symbolic 
of the recipient’s having “scratched for success,” instead of waiting 
for it to come to him, before he is 31 years old... 

Uncle Sam's Treasury Department has named George Bayard, Russel 
M. Seeds Company v.-p., as director of the continuity writers’ divi- 
sion, war savings staff, for Chicago & Cook county. . . 

Bert Ely, prom. mgr. of International News Service, has a perfectly 
balanced family now that his little girl has a brand new baby brother. 
The new arrival was named Rodney Kessel Ely. . . Harry Childs, 
educ. dir. of the Juvenile Market Group, is back in harness again 
after a short vacation in Florida where he soaked up lots of that 
warm southern sunshine. . . 

Leonard Dreyfuss, pres. of United Advertising Corporation, Newark, 
and civilian war director for the state of New Jersey, has just been 
elected a director of the New Jersey Chamber of Commerce. . . 

Francis Todhunter, art director for McCann-Erickson, San Fran- 
cisco, was honored last week with a one-man art show at the Oakland, 
Cal., Art Gallery. . . Leland Chesley, news editor of KWK, St. Louis, 
is back on the job after being hospitalized for pneumonia. . . Harry 


A REAL SENDOFF FOR LIEUT. BUEHLING 


His mother and a coterie of young ladies from The Fensholt Co. were at the 
train when Lieut. Norman D. Buehling, vice-president of the Chicago agency, 


left recently for the San Diego naval base for active service. The group in- 

cludes (left to right) Maxine Walker, Orvella Freytag, Edna M. Johnson, Ruth 

Kastory, Mrs. Henry A. Buehling, Lieut. Buehling, Maureen Biller, Virginia Ladky 
and Mildred Skirdland. 


Batten, pres. of N. W. Ayer, is one of the directors of Philadelphia's 
United Charities Campaign. . . 

The engagement of Terry F. Pickwick, ad. dir. of Sears. Roebuck & 
Co.’s Oneonta, N. Y., store, and Eileen Rose Sullivan, of the ad staff 
of the Knickerbocker News, Albany, has been announced. . . 
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Long Headlines, 
Testimonials Mark 


| 


Davies’ Book Copy 


| New York, April 29.—Repeated 
| testing and refining of copy appes|s 
is helping Simon and Schuster 
/maintain a _ best-seller pace fir 
|“Mission to Moscow,” former Am- 
|bassador Joseph E. Davies’ docu- 
|mentary report of pre-war Russi, 

Newspaper copy is appearing 
regularly in a dozen metropolitin 
newspapers in addition to the bovk 
review sections of the New Yor! 
Times, New York Herald Tribwuie. 
Atlantic Monthly and Harpers 
Magazine. 

A total advertising appropriation 
of $30,000 to date has helped “Mis- 
sion to Moscow” maintain a weekly 
sales rate of 2,500 copies in its 17th 
week of publication. It has ranked 
first or second among non-fiction in 
most best seller compilations since 
January. Printing orders to date 
total 90,000 copies. 


Breaks Precedent 


Current copy is distinguished by 
headlines of from 44 to 70 words 
emphasizing the importance of the 
impending showdown between Rus- 
sia and Germany to the future of 
civilization. Boxes carry _ testi- 
monials by leading national figures, 
while the copy itself quotes Genera! 
Douglas MacArthur’s’ cable to 
Joseph Stalin on the occasion of the 
24th anniversary of the founding of 
the Red Army. 

Intensity of the advertising effort 
behind “Mission to Moscow” is due 
both to profit motives and to a 
desire to secure the widest possible 
|circulation of Mr. Davies’ objective 
|appraisal of Russia. According to 
J. A. Goodman, account executive 
with Schwab and Beatty, the very 
fact that the State Department vio- 
lated long-standing policy by re- 
leasing diplomatic 
| years in advance of the normal ten- 
year publication date, was sufficient 
| indication of the importance the 
| government placed on the book. 


Substantially Quoted 


Author and publishers have per- 
mitted reprints of substantial por- 
tions of the book in Liberty, Loo! 
and Readers’ Digest, while M: 
Davies’ frequent lectures = and 
broadcasts have also helped stimu- 
late book sales. 

Publication and promotion have 
both been planned to substitute an 
informed core of public opinion fo! 
much of the confusion and hearsay 
that has dominated public and press 
opinion on the Soviet Union in 
recent years. 


| 


ial Cy 
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America's Picked Plants 
In ONE Handy Package 


— In one handy package 
' POWER PLANT ENGINEER: 


ING has assembled, not the larg 
est, but one of the most influential, 
most responsive groups of eng 
neers and executives in the power 
engineering field . . . These men 
are identified with America’s {ore 
most manufacturing plants, mines. 
utilities and service establishments. 
Their “Yes” will build power 
equipment sales and profits for you: 


POWER PLANT 
ENGINEERING 
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Keep Demand Alive, 
Dept. of Commerce 
Tells Trade Groups 


Chicago, April 28.—‘“We hope 
that trade associations will lead 
their industries in the task of keep- 
ing desire for their products alive 
in the minds of Americans whose 
hands are wholly engaged in the 
winning of the war,” John H. 
Morse, chief of the division of com- 
mercial and economic information 
of the Department of Commerce, 
speaking on behalf of Secretary 
Jesse Jones, told the American 
Trade Association Executives meet- 
ing here yesterday. 

Mr. Morse presented the awards 
in the organization’s tenth annual 
achievement contest, the first award 
going to the Farm Equipment Insti- 
tute for the important work it did 
in making a survey of the need for 
critical materials essential to the 
production of farm machinery and 
equipment. Honorable mentions 
went to the American Lighting 
Equipment Association, American 
Meat Institute (“for its achievement 
in conducting an extensive research 
and educational campaign on the 
nutritive value of meat, its economy 
and methods of preparation’), 
American Surgical Trade Associa- 
tion, Canton Retail Merchants 
Board, Institute of Distribution, Na- 
tional Board of Fire Underwriters, 
National Electrical Manufacturers 
Association, and Ohio Association 
of Retail Lumber Dealers. 


Must Keep Demand Alive 


Demand for the products of many 
association members will have to 
be deferred for the duration, Mr. 
Morse said, and urged the trade 
association executives to “keep that 
deferred demand from dying by 
keeping the public mindful of it. 
And make firmer friends for your 
industry by telling people how to 
prolong the usefulness of their 
resent supplies of your products. . . 

The Department of Commerce 


offers each of you its hearty coop- 
eration in advancing every trade 
association activity which is in line 
with the Department's concept of 
its responsibilities. That concept, 
briefly, is this: Business is the 
greatest force for social good in 
America. The Department is the 
friend of business in government in 
the interest of all the people.” 


R. V. LUCAS 

Oelwein, Ia., April 28.—R. V. 
Lucas, 66, editor and part owner of 
the Oelwein Register, died at his 
home here April 26. 


JOHN M. HARRIS 

Tamaqua, Pa., April 28.—John M. 
Harris, 64, editor and publisher of 
the Tamaqua Courier, died April 22 
following a major operation. 


A. M. DONALDSON 

Covington, Ky., April 28.—Arch 
M. Donaldson, 65, president of the 
Donaldson Art Sign Company, died 
April 22 after a short illness. 


CHARLES S. WELCH 

New York, April 30.—Charles S. 
Welch, executive secretary of the 
Toilet Goods Association, died here 
this week. He had held his position 
with the association since its forma- 
tion in 1934, and was previously 
vice-president and general manager 
of Houbigant, Inc., Helena Rubin- 
stein, and Rallet Corporation. Sur- 
viving are his widow, the former 
Isabelle Carlin, a son, Robert F., 
and a daughter, Eileen C. Welch. 


Air Conditioning, Fuel Oil 


Publications Merge 
Air Conditioning & Oil Heat and 


| Fuel Oil Journal have merged into 


one paper, Fuel Oil & Oil Heat, 
after 20 years of competition. 

Management will consist of A. G. 
Winkler, president and advertising 
manager; Robert Gray, vice-presi- 
dent and circulation manager; and 
A. E. Coburn, secretary-treasurer 
and editor. L. D. Becker, former 
publisher of Fuel Oil Journal will 
serve as adviser and chairman of 
the board. Publication offices will 
be at 232 Madison avenue, New 
York. 
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YOUR SHOWS 
CATCH ON 
QUICKER 


OVER 
* 


WFBR 


BALTIMORE 


THIS YEAR 
OUR 215T 


WE START 
YEAR OF 


SERVING MARYLAND 


NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 
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Director & Lane Gets 5 


Sweet Life Foods Corporation, 
Brooklyn, National Sure-Fit Quilt- 
ing Company, Krasdale Foods and 
H. Mantell, makers of Sheer De 
Chine hosiery, New York, and 
Prima Macaroni Company, Boston, 
have appointed Director & Lane, 
New York, as advertising agency. 


Blue Adds Three 


Effective June 1, Stations KMLB, 


_Goebel Advertising Up 


Goebel Brewing Company, De- 
troit, has announced a greatly in- 
creased national advertising pro- 
gram for 1942. Advertising in 


Collier's, which was begun last fall, 


will continue on the basis of 12 in- 
sertions for the remainder of 1942, 
with 12 ads also scheduled for Life 
and The American Weekly. 


Kirkman Copy Released 


Expands Ad Plans 


Dr. D. Jayne & Son, Inc., has 
announced new and_= expanded 
advertising plans for its product, 
Jayne’s Vermifuge. The present list 
of nearly 500 newspapers will be 
enlarged to include many hereto- 
fore unexploited areas. Joseph 
Katz Company, Baltimore, is the 
advertising agency. 


Gets Hotel Appointment 


Monroe, La., 
and WQBC, Vicksburg, Miss., 


KALB, Alexandria, 


N. W. Ayer & Son has released an Mrs. 
advertising schedule to newspapers 
will join the Blue Network, bring- on Colgate-Palmolive-Peet’s Kirk- the Markeen Hotel, Buffalo. 
ing the total number of affiliates) man division, in which Kirkman’s was engaged in publicity work for 
double duty soap will be featured. 


Charlotte M. Devlin 


Detroit hotels for many years. 


been appointed publicity director of 


But Whose 


That's a question you want to think about, 

because it has a direct bearing on adver- 
tising statements. 

And here’s the answer to send along to pro- 
duction executives: if a product of yours is a 
logical candidate for vitamin fortification with 
Vitamins A or D, save yourself time and trouble 

write to General Mills, Inc. (Special Com- 
modities Division) for helpful information about 
those vitamins and our versions of them. 

Our Special Commodities Division specializes 
in servicing vitamin inquiries from food proc- 
essors and pharmaceutical companies. General 


Mills’ and affiliated Distillation Products’ labo- 


ratories may be able to give valuable help if 


you have a problem to lick in meeting your 
vitamin needs, 

For instance, Vitamin A. The concentrate 
we offer is Distilled Vitamin A Esters*, made 
by Distillation Products, Inc. Absolutely unique 
in its field, this concentrate is the only one ever 
produced in which the natural oil preservatives 


the anti-oxidants—are distilled along with 


the vitamin in natural ester form fact that 
gives this concentrate, so far as we know, two- 
to-ten times greater stability than any other 
Distilled 


Vitamin A Esters are so bland, so uniform and 


commercial Vitamin A concentrate. 


so amazingly stable they actually defy com- 
parison, 

You'll find our Vitamin D (ARPI Process) 
(or Viosterol) a superb product, too. Already 
it is serving hundreds of commercial users who 
appreciate its ten points of value. Made by 
electronic activation of ergosterol, Vitamin D 
(ARPI Process), is available in a variety of 
forms and concentrations to suit almost any 
conceivable need. (Also Vitamins A and D in 
combination). 

For dependable, high-quality vitamin con- 
centrates and for sound assistance in planning 
vitamin fortification, be sure to get in touch 
with General Mills, Inc. (Special Commodities 
Division). 

Literature on each of the vitamin concen- 
trates mentioned above is available upon re- 
quest. Ask also for prices, samples and data for 


your technical men. 


*Protected by U. S. product patent No. 2,295,925 and more than 50 process patents 


Sales agent tor DISTILLATION siecle: INC. of A msidien ne Yea 
corporation jointly owned by EASTMAN KODAK CO. and GENERAL MILLS, INC. 
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Liggett Elects Dart 
To Succeed Berg 


Justin W. Dart, formerly general | 
manager of Walgreen Company, has | 
been elected president of Liggett! 
Drug Company, chief retailing unit} 
of United Drug, Inc., succeeding | 
William M. Berg. Mr. Berg, who 
had been president of Liggett for | 
two years, as well as president of | 
Owl Drug Company for several 
years, now will devote his full time 
to management of Owl Drug Com-| 
pany. Mr. Dart also has_ been| 
elected a vice-president and direc- | 
tor of United Drug, and William F. | 
Davis, Jr., now vice-president, like- | 
wise has been elected a director. 


Bronson Promoted 


W. D. Bronson, formerly assist-| using the 


Advertising and 
All Media Exempt 
from Price Freeze 


(Continued from Page 1) 


cannot fully visualize their ramifi- 
cations.” 
Ceilings 


ordered cover literally 


millions of products at manufac-| 


turer, wholesaler and retailer levels. 
OPA merely contented itself with 
listing classes of products and serv- 
ices excepted from the regulations, 
most general terms to 


ant manager in Chicago for Car- | describe those under control. 


boloy Company, Detroit, has been | 
appointed district manager for the) 
Chicago area, succeeding W. W. 
Fullager, resigned. 


() YOUR 
MARKET RESEARCH 


We'll handle all 
the tabulating 
for you and as- 
sure you of 
prompt service. 
accuracy an 
economy. . . 
For years 
shrewd agen- 
cies, publishers 
and market analysts have been 
using our complete facilities and 
long experience. They'll tell you 
w easy we have made market 
research for them. 
Write today for complete details in 
our FREE booklet, “Economy in 
Market Research."’ 


RECORDING & STATISTICAL CORP. 


102 Maiden Lane, New York, N. Y. 
BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 


Highest prices charged by each 
individual seller for a_ particular 
product during March, 1942, become 
the ceilings beyond which prices 
cannot go. In general, only a 
limited list of food commodities are 
exempted and legislation will be 
sought to remove restrictions which 


until 
cent of parity. A_ stiff Congres- 
sional fight looms on that score. 

Effective dates of the regulations 
\vary. For manufacturers’ and 
| wholesalers, May 11 is the deadline 
|beyond which prices cannot be 
'scaled above the peak March level. 
One week later, May 18, retail ceil- 
|ings take effect. For service indus- 
'tries within the scope of the order, 
such as laundries and garages, the 
\date is July 1. 

One feature of the order is a 
requirement that retailers must 
publicly display the ceiling prices 
on “cost-of-living” items, which are 
most significant in the budgets of 
‘lower income families. 
| Commodities designated as within 
the “cost-of-living” definition total 
more than 100 in six classes. In- 
cluded are tobacco, drugs, toiletries 
and sundries; apparel and yard 
| goods; food and household sundries; 
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like a list of "Who's 
advertising — proof that 
cover the metro- 
ork Market must include WEVD. 
on WEVD” will be sent on 


millions © 


REENFIELD, Managing Director 


now prevent OPA from controlling | 
the price of agricultural products | 
they have reached 110 per'| 


household furniture, appliances,|and its humblest citizen this week since most other influential Whit« 


and furnishings; hardware, agricul-|as President Roosevelt outlined the| House advisers now urge compu!- 
tural supplies, and such miscella-|government’s anti - inflation pro- | sory buying. The door-to-door cam- 
neous items as seeds, bicycles, and| gram. Developments slated to fol-| 


| flashlights; and ice, fuel, and auto- 
/motive products. 

Licensing of business at all levels 
|will be automatic at the effective 
‘date of the regulations. Later, 
‘wholesalers and retailers will be 
required to register in writing on 
forms yet to be provided. Despite 
the temporary lack of any physical 
evidence of being licensed, violators 


warned by OPA. 

Administration of the universal 
|price fixing order will be in the 
|'same hands as the piecemeal sys- 
_ tem now in effect. At the top of 
state organizations, district agencies 
and finally local rationing boards. 
These local boards, of which there 
are now 9,000 and will be 10,000, 
are called “committees of neigh- 
bors” by Henderson and will bear 
the major brunt of enforcement. 


Policing Largely Voluntary 


Voluntary cooperation will be 
relied upon to a large degree, 
}although consumers will be encour- 
aged to report major violations to 
local boards for appropriate action. 
Penalties enacted in the Price Con- 
trol Act apply in the case of viola- 
tions. OPA can revoke a seller’s 
license for as long as 12 months, 
thereby putting a violator out of 
business. Other possible punish- 
|ment calls for fines as high as $5,000 
and imprisonment for a year, and 
civil suits for treble damages which 


31, 1942. 

Mr. Henderson explained that the 
120 ceilings already in effect remain 
undisturbed by the order, although 
those products under temporary, 
60-day regulation automatically will 
fall within its limits upon expira- 
tion unless replaced by a separate 
order before that date. 

In the case of new products or 
inew stores, ceilings are those 
charged by competitive sellers for 
;}competitive products. Manufactur- 
ers must apply to OPA before pric- 
ing a new article. 

Fresh Vegetables, Flour Excluded 


Products and services excluded 
from the order, in addition to those 
previously mentioned, include pub- 
lic utility and common carrier rates; 
insurance, real estate and profes- 
sional fees; products without organ- 
ized markets such as highly sea- 
sonal fresh vegetables and fresh fish 
and game, art objects and collectors’ 
items; any raw and _ unprocessed 
agricultural commodity while it re- 
mains substantially in its original 
state; used cars; flour, except pack- 
aged mixes; stamps and coins; and 
securities. 

Transactions of 
special nature are also exempted. 
|In this class are sales of food or 


beverages by hotels, fountains, res-_ 
and similar estab- | 


|taurants, bars, 
lishments; disposal of used personal 
property by its owner; sale by a 
farmer of farm products if the total 
does not exceed $75 a month; and 
delivery to the government or any 
of its agencies of commodities to be 


covered in supplemental regula- 
tions. 
The yardstick for determining 


which services are exempt is “con- 
nected with commodities.” Personal 
|services not so connected are ex- 
empted along with professional 
services. All other retail services 
having to do with the installation, 


cannot be brought until after July | 


an individual or | 


‘low will touch everything and 
|}everybody as self-denial and rigid 
|federal control become the watch- 
word on the home front. 

| Keystone of the seven-pronged 
| offensive 


is adoption of universal | 


paign starting this week, with 4 
billion a month as the goal, must 
be successful or all income earners 
will be required to invest a part of 


|'their wages in government secu 


ties. 


SESSIONS ADVANCED 


{price control, described in detail} 

elsewhere in this issue. Other| Washington, D. C., April 30 
‘aspects involve heavy  taxation,| Robert E. Sessions, who has been 
|wage stabilization, a substantial; advanced from deputy director of 


of the rules can lose their licenses| increase in war bond sales, ration- |OPA’s price division to the post of 
through court action after being|ing of all scarce commodities in| director of the consumer divisi»n, 


short supply, and new restrictions | revealed today that his division wil] 


/on instalment buying. 


undertake an extensive educationa] 


The President’s message to Con- | campaign to acquaint the public 


|gress and his fireside chat to the 
|public conformed fairly well to 


with terms of the price freezing 
order. Mr. Sessions told a press 


‘the list is OPA, then regional offices,|advance predictions, although his | conference today that he anticipstes 


|program was less specific in certain | acceleration of the trend tow ird 


taxation—and stiff opposition has 
developed already on both counts, 
in and out of Congress. 

| The program in general was 
|hailed as necessary and adequate, 
but the fact that the President did 
not give details of certain phases 
drew criticism from Congress and 
other sources, particularly on such 
long-standing bugaboos as an ex- 
cess profits tax formula, control 
|over wages, and credit restrictions. 
| Neither the President nor Price 


| Administrator Leon Henderson had 
|anything specific to say this week 
jas to what products are to be in- 
cluded in the widespread rationing 
inevitable in the near future. Ad- 
vance news of products to be 
|rationed always results in a buying 
rush which helps speed the day 
when rationing becomes necessary. 

As to instalment credit, the Fed- 
eral Reserve Board is known to be 
pondering new restrictions. One 
proposal called for a virtual ban on 


unlikely now since the President 
said merely “we must discourage 
credit and instalment buying.” 
Mr. Roosevelt’s decision to per- 
|mit the Treasury to continue its 
 volaiaey method of selling bonds 


parts than had been anticipated. standardization of all 
Additional legislation will be re-| goods, and also more informa! ve 
quired only on price control and | labeling. 


consur ier 


The 32 year old former assist int 
to the general manager of TVA re- 
places Dan West, who become: a 
special assistant on retail problems, 


Four A’‘s Closes Meet 


to Media Guests, Press 


Members of the American Asso- 
ciation of Advertising Agencies vil] 
hold their annual meeting May 
18-19 at Skytop Lodge, Skytop, Pa. 

The two-day discussion session 
will be devoted to the individual 


all time purchases but that appears | 


/and stamps represents a temporary | Woodrow 


problems of participating agencies 
and the industry’s wartime prob- 
|lems. Organized sports and formal 
banquets, including the traditional 
Four-A dinner, have been dropped 
because of the war, and there will 
be no set program of key speakers, 

For the first time in many years 
other advertising representatives, 
'media and editorial representatives 
|of the advertising business press 
/will not be invited to attend the 
| meeting. 


Joins Duane Jones 


Phyllis Cunnyngham, formerly in 
the advertising department of Gim- 
bel Bros., New York department 
store, has joined Duane Jones Com- 
pany, New York, as head of the 
premium department, _ replacing 
Sporn, who has enlisted 


| victory for Secretary Morgenthau, jin the Marines. 
| 


P-s-t . . . See How Tri-Cities 
Sales RESPOND When You 
Use WHBF's "Inside Pull''! 


| alt 


B 


| 


} 
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ass = 
THE PERFECTLY 
BALANCED MARKET 


: : . rid nae | n+ 
‘maintenance, preservation, repair, be = Fe S the 
storage and distribution of com- os z . 
> , , : tion's Greatest Arsenal — 
modities must be priced no higher | an tadwatetal wave” tote 
“wu y 
than March levels. na nearly a BILLION DOL 
This distinction means that rates LARS annually TO 
charged by auto repair shops, gar- GETHER WITH 52 
ages, tailors, laundries, dry cleaners, the Nation's richest farm 
shoe repair shops and the like are ing counties. now booming 
covered. On the other hand, prices with "Food for Defense 
|set by barbers and beauty shops, production served by 
° ! 
|who perform services to the person, WHBF! 


|/remain uncontrolled. Fees of doc- 

}tors, dentists, and lawyers fall 

| within the “professional” classifica- 

tion and are excluded. 

HIT EVERY INDIVIDUAL 
Washington, D. C., April 29.— 


War's swelling tide reached out to 
the remotest corner of the nation 


AFFILAATE OF ROCK ISLAND, ILLINOIS AnGeS 


Rock Island — Moline 


that’s where to step UP sales! 


Davenport 

And no 
wonder . . . huge Army Ordnance com 
tracts are being rushed to completion, 
farm income is high. Families have 
more money to spend than ever belore- 
I. YOUR product getting into Tri-City 
homes? 


area Maybe you've been de 


"to give your 
If so, youll 
find a welcome surprise in sales figure 
when you start using WHBF’s “INSIDE 


PULL.” Let us show you PROO! 


pending on “outside voices’ 


product the proper boost. 


Howard H. Wilson Co., Nat'l. Representat *** 
Chicago — New York — San Francisco 
Hollywood — Kansas City 


Basic Mutual Network Oulle! 
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ADVERTISING AGE 


Legislation to End 
Fear of Ad Ban on 
War Orders Stymied 


Contracting Agencies 
to Be Sole Judge in 
Each Instance 


Vashington, D. C., April 30.—A 
bill which would have permitted 
the inclusion of “a proper propor- | 
tion of the ordinary, reasonable and 
necessary expenses paid or _ in- 
curred” for advertising by war con- 
tractors to retain good will was 
killed in committee today. 

The proposal was a part of a 
combined labor and excess profits 
measure, sponsored jointly by Rep. 
Car! Vinson and Rep. Howard 
Smith. In the original Vinson profits 
pill a 7 per cent limit on war profits 
was called for, and advertising was 
among tthe business expenses spe- 
cifically excluded from costs. In| 
revising his bill, however, Rep. Vin- 
son reversed himself on advertising. 

Despite this and other modifica- 
tions, the House naval affairs com- 
mittee headed by Rep. Vinson voted 
to table the measure today, a single 
vote in a 13-to-12 tally rejecting the 
chairman's proposal. A second vote 
makes it impossible for the commit- 
tee to reconsider the legislation 
except by unanimous consent, thus 
permanently killing the idea. 


Advertising Problem Settled 


The problem of advertising ex- 
penses as linked with excess profits 
appears to have been settled now. 
The President signed this week an | 
appropriations bill which carried a | 
rider empowering the War and/ 
Navy departments and the Mari- | 
time Commission to renegotiate war | 
contracts upon finding of evidence | 
of excess profits. Thus, these agen- | 
cies are expected to continue their | 
time-honored practices insofar as 
allowance of reasonable advertising | 
expenses is concerned. 

Percentage limitation of profits 


y, f PREVAILS AT 


NATIONAL PARK* ARKANSAS 


Vacation at Hot Springs! Op- 
portunities afforded by this 
Government owned and su- 
pervised spa for invigorat- 
ing exercise, rejuvenating 
thermal baths, rest and 
pleasure, have given thou- 
sands release from daily 
drudgery and care, as well 
as from pain and illness, 
Opening the way to a new 
life, new health and more 
happiness. 


st 


At the Majestic, beautifully 
furnished 2, 3 & 4 room 
Gpartments and single 
rooms, with or without bath. | 
Government supervised || 
bath house in the hotel. | 
Room rates from $2.00. Pic- 
nics and chicken fries are 
gala events at the Majestic | 
lodge on Lake Hamilton and | 
adjoining Lake Catherine. 


MAJESTIC 


APARTMENTS AND BATHS 
C DAMITT KARSTOM Moneger 
Southwest Hotels, Inc. 

H. Grady Manning, Founder 


Wt 


|outlet, now operating with 


15,000 watts both day and 


was first proposed by Rep. Vinson, 
and attracted considerable support 
despite united opposition from the 
administration. The House recently 


‘adopted a rider embodying this for- 


mula, but the Senate refused to 
concur. The compromise which re- | 
sulted, leaving determination of 
excess profits in the hands of the 
contracting agencies, is now law 
through White House action this 
week. 


WLBZ Power Up 


Station WLBZ, Bangor, Me., NBC 
Red network basic supplementary 
1,000 
watts day and 500 watts night 
power, will increase its power to 
night, 
effective June 11. 


Features Graham Crackers 


National Biscuit Company’s ad- 
vertising will feature Nabisco gra- 
ham crackers in May and June. 
Over 500 newspapers will carry the | 
campaign, with the first insertion | 
appearing the week of May 11. 


Huge Salvage 
Campaign Begins 
to Take Shape 


(Continued from Page 1) 


clear to ADVERTISING AGE that the 
government is not soliciting funds 
for an advertising campaign. Fi- 
nancing is being left to industry 
groups, which have already reported 
substantial progress. Various trade 
associations are also being asked to 
urge support from their members. 


Bottlers May Cooperate 


A large proportion of industry 
has a vital stake in the success of 
government salvage efforts, for 
many manufacturers are dependent 
to a heavy degree upon reclaimed 
materials. Makers of the few prod- 
ucts which may now be packaged 


|in collapsible tin tubes, for example, 


are almost completely reliant upon 
salvaged materials. 
In view of the scrap bottleneck, 


steel companies are logical sponsors. 
Soap manufacturers may be enlisted, 
since they can use fats and greases 


,recovered from the nation’s kit- 


chens. Bottlers and brewers may 
also participate, since the closure 
problem is forcing them to consider 
requiring the return of bottle caps 
to obtain soft drinks or beer. 


Legal Ads Save Tires 

Criminal Judge Clay S. Crouse, 
Beckley, West Va., recognizing the 
need for saving gasoline, tires and 
automobiles, has entered an order 
directing that persons drawn for 
jury service be notified by means 
of legal advertisements instead of 
summonses. Sheriff's deputies were 
formerly paid 5 cents a mile for 
delivering summonses. 


Press Club Elects 

The board of trustees of the 
Cuvier Press Club, Cincinnati, has 
reelected George Fries, general 
manager of the Times-Star, presi- 
dent. 
lisher of the Enquirer, is first vice- 
president. 


Roger Ferger, assistant pub- | 


False Copy Alleged 


F. A. Stuart Company, Marshall, 
Mich., distributor of laxative tab- 
lets, and Benson & Dall, Chicago, its 
agency, have been charged by the 
Federal Trade Commission with 
false advertising. Stuart advertis- 
ing is false, according to FTC, be- 
cause it fails to reveal harmful con- 
sequences which may result from 
use of the preparation. 


FEEEEEEEEEE 


Visit Your Local Hospital on May 12— 
NATIONAL HOSPITAL DAY 


THE WHITE HOUSE 
WASHINGTON 


My dear Mr. 


time tO express 
Nat ional Hospi 
the lax poss ible 


Nightingale,as tn s 
National Hospital Day. 


to the very great need of 


facilities, by reason of the requirements of 


disabled soldiers. I can 


good wishes for the most useful results from your, 


efforts. 


Very truly yours, 


Mr. Matthew O. Foley, 
Executive Secretary, 

537 South Dearborn Street, 
Chicago, Ill. 


First presidential recognition of National Hospital Day, written to late Matthew O. Foley (lower photo), 
founder of Day and then editor of HOSPITAL MANAGEMENT. Upper photo is one of Florence Nightingale 


Just at this time thogesg 
us who are concerned in the administrationg@iius 
National affairs are having our attention) #@npoear@ 


ch seeks to arouse 


1G, interest in the work 


od similar 

Sperly chosen May 
mh of Florence 
Plebrated as 


“ 
*, 


expanded hospital m 


most heartily extend my 


a a 


National Hospital Day will be celebrated 
for the twenty-second time on May 12, the 


birthday of Florence Nightingale. 


Hos- 


pitals all over the country will open their 
doors and invite community inspection, 
so that the publie may understand the 


scope and 


character of hospital service, In 


war time even more than in time of peace. 
the service of hospitals is indispensable 

maintained and supported by government 
aid as an essential part of national health 


facilities. 


In addition to interesting you as a citizen 
in a vital community service, the hospitals 
are worthy of your consideration as a 
market of exceptional value during this 
period of emergency. It is national policy 
to maintain all necessary facilities for hos- 


pital work, including equipment and sup- 
plies needed to keep hospital service at a 
high peak of efficiency. 


Thus products 


required for hospital use have a high pri- 
ority rating, and manufacturers who can 
qualify as sources of supply can serve these 
institutions without restriction. 


Let HOSPITAL MANAGEMENT advise 
you regarding how best to serve the hos- 
pitals in these strenuous days. Just as 
HOSPITAL 
National Hospital Day in 1921, through the 
efforts of its late editor, Matthew O. Foley, 


so it is continuing its editorial leadership 


MANAGEMENT _ founded 


in aiding hospitals and their suppliers to 


maintain the highest standards for the care 


of the sick 


and injured in every community 


in America. 


HOSPITAL MANAGEMENT 


The only hospital publication that is a member of both the ABC and the ABP 


New York Office: 330 W. 42nd St. Phone Bryant 9-6432 


Chicago Office: 100 East Ohio 


St. Phone Del. 1337 
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“Journal” Gets Award 


The Atlanta Journal has been 
awarded first place in the first 
American Newspaper’ Publishers 
Association - International Circula- 
tion Managers Association news- 
paper fleet safety contest. From 
Feb. 1, 1941, to Jan. 31, 1942, the 
Journal’s 21 trucks covered 514,132 
miles with only two accidents. 


Starin to S-M News 


Arthur A. Starin, formerly sales 
promotion manager for School Mfg. 
Company, Chicago, has been ap- 
pointed sales promotion manager of 
S-M News Company, Inc., New 
York, which handles national news- 
stand distribution for mumerous 
publications. 


Pennell to Ad Service 
Elizabeth Pennell, continuity 
editor of KROW, Oakland, Cal., has 
resigned to accept a position with 
Ad Service Company, San Fran- 


cisco. Miss Pennell will continue 
her daily broadcasts over _ KROW 
and other Bay Area stations as 


“Sandra Scott,” woman commenta- 
tor. 


Buffalo's 


FIRST 


for Regional 


by Day | 
— 1000 Watts | 
4 Directionally | 
Intensified — 
er by Night — 


WGR 


BASIC MUTUAL 
NETWORK STATION 


si 


\ 


ai BUFFALO 
BROADCASTING CORPORATION 


; _ National Representa i 
pee & PETERS, 


jin Canada 


US. Chamber of 
Commerce Reviews 
Problems of War 


Canada's Experiences 
Told to Group; Closed 
Shop Hit by Hawkes 


Chicago, April 30.—Meeting while 
sweeping OPA orders established 
price ceilings on 30,000 items and 
effectually changed the ramparts of 
the business world, the Chamber of 
Commerce of the United States, 
here for its annual convention be- 
cause wartime crowding made the 
conventional Washington sessions 
impossible, reaffirmed its intention 
of complete collaboration with the 
government and its faith in the 
ability of the American business 
man to continue his operations de- 
spite many obstacles. 

In many respects, due to the price 
ceiling order, the high point of the 
convention was the speech of Henry 
W. Morgan, president of Henry 
Morgan & Co., Montreal, describing 
the wartime experiences of retailers 
and the Dominion’s 
measures in regard to anti-inflation 
operations. 


Reviews Canadian Efforts 


Mr. Morgan, in summarizing the 
plan, paid tribute to “your vener- 
able Bernard Baruch” by saying 
that the Canadian system was very 
similar to the comprehensive con- 
trols advocated by Mr. Baruch. In 
succession, the Canadian executive 


described how Canada had met 
export problems by freezing bel- 
ligerent’s credits; had cut instal- 


ment buying by requiring one-third 
of the purchase price as a down 
payment and limiting payment time 
to 12 months, and elimination of 
“trade-ins” as part of the down 
payment; and had tackled the job 
of stabilizing wages. This task, 
which the United States still eyes 
warily, was undertaken by _ the 
Canadians last September, although 
since December, 1940, a system of 
“living cost bonusing” to maintain 
workers’ wages in relation to the 
official cost-of-living index had 
been in effect. In the latter part 
of October, 1941, the bonus system 
was applied to all industries, and 
wages for workers below the rank 
of foreman (salary, $2,500-$3,000) 
were frozen. On Nov. 6, 1941, all 
officials’ salaries above a foreman’'s 
were frozen, and increases were 


|}granted only in cases of bona fide 


promotions, carrying increased re- 
sponsibility, and required National 
War Labor Board permission. Bo- 
nuses were still allowed, although 
they must not exceed those of pre- 
vious years. 

Incidentally, although a quarterly 
bonus is allowed to take care of 
rising costs of living, none was paid 
from Oct. 31, 1941, to Jan. 31, 1942, 
since no rise was indicated in the 
cost-of-living index, tacit evidence 
that the Canadians had tackled the 
problem from the right angles. 


Ceiling System Works 


With consumer $ credit tightened 
and wages frozen, the government 
could safely put price ceilings on 


all goods. This was done Dec. 1, 
1941, and the highest price allowed 
was that prevailing between Sept. 
15 and Oct. 11 of that year. Retail- 


ers have been licensed by the War- | 


time Prices and Trade Board, insur- 
ing compliance, and retailers have 
been protected by wholesalers and 
manufacturers either lowering 
prices voluntarily or being ordered 
to do so by the Board. 

Mr. Morgan answered the ques- 
tion of how business bore up under 
price ceilings by saying that “busi- 
ness has kept up and indeed forged 
ahead in considerable volume above 
last year’s figures the public is 
buying better quality goods. .. Un- 
doubtedly we are going to face 
shortages of consumer goods, but 
the slowdown in business will not 
come from the public’s distaste for 
substitute articles, in my opinion, 


but rather from the necessity of 


rationing manufactured goods to, 


retailers. Business is showing re- 
markable vigor business men 
are taking steps to see that every 
economy possible is put into effect. 
. . Canada is determined that she is 
going to do everything in her power 


to further the war effort as a first | 


consideration, no matter how upset- 


ting it is to her economy as a) 
whole.” 
Namm Tells Retailers’ Story 
Quoting 1941 figures, Benjamin 


H. Namm, chairman of the board of 


A. I. Namm & Son, Brooklyn, told | 


the convention that retailing is the 
third largest industry in the coun- 
try, trailing only agriculture and 
manufacturing, and that it trans-| 
acted 50 billions dollars of business | 
and employed more than six million 
people. He asserted that the retail- 
ers’ platform now consists of seven 
planks: preventing unwarranted 
price increases, preventing “scare” 
advertising, eliminating waste in 
operating methods, developing mer- | 


chandise’ substitutes, simplifying 
merchandise types, aiding civilian 
defense, selling war stamps and 
bonds. 

He touched on a problem that 
may plague retailers under price} 
ceilings when he _ asserted that 


wholesale prices rose 24 per cent 
last year against a retail rise of 12 
per cent. With prices frozen at 
March's high point, some retailers 
may not be able to replace goods 
contracted for earlier in the year. 

Mr. Namm lauded the advertising 
practices followed by retail adver- 
tisers and media, saying that “scare” 
advertising was eliminated “without 
any legislation or compulsion” and 
praised the work done by the coun- 
try’s 71 Better Business Bureaus in 
this regard. 


French Comment Apropos 


In a grim comment on _ possible 
trends in American business, Mr. 
Namm quoted from a joint report 
prepared by Premiers Daladier and 
Reynaud, shortly before the fall of 
France. It said in part: “Actually 
that part of the French population 
which creates wealth, which labors 
for the future, is continually dimin- 
ishing, while that part which, 
directly or indirectly, lives on the 
state is constantly growing . 
There is a steady fall in the number 
of Frenchmen who are ready to 
bear the risks of enterprise and 
creation . .. in every field where 
activity might be reborn, enterprise 
has been restricted and _ discour- 
aged. This—let us not fear to 
say it—is the root of the evil, for 
it adds a sort of moral abdication 
to the material difficulties. 

In a speech in the opening days 


of the convention, Aibert W. 
Hawkes, president of the associa- 
tion, rapped the closed shop by 


asserting that labor freedom is “in 
jeopardy today through the device 
commonly called the closed shop. . . 
I am opposed to the enforced closed 
shop because I am in favor of the 
American workman.” In a special 
statement issued upon President 
Roosevelt's recommendation of $25,- 
000 as the top salary, Mr. Hawkes 
said that “My first reaction to a 
$25,000 maximum income is that it 
would cause dislocations that would 
be most unfortunate.” 

In its final sessions, the associa- 
tion went on record in favor of an 
amendment to the price control act 
putting a ceiling on and 
wages. Specific reference to cor- 
poration officials and executive per- 
sonnel was omitted, although such 
a provision was originally offered. 


salaries 


Triple Car Card Shown 


Van Camp’s, Inc., has announced 
what it believes to be another 
“first” in advertising, a triple car 
card consisting of three 11x28-inch 
panels. The center one introducing 
Van Camp’s new product, Ten- 
deroni, is flanked on either side by 
similar cards giving the details of 
the Tenderoni introductory deal 
Calkins & Holden, New York, is the 
agency. 


New Bar Introduced 


A new 5-cent candy bar, “The 
Champion,” Walter Baker & Co.'s 
newest confectionery product, is 
currently making its debut on candy 
counters throughout the country. 
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The rates for this department are as follows: 


“Help Wanted,” “Positions 


cash with order. 


Wanted,” 
| “Representatives Available,” 30 cents a line, minimum charge §1. 


“Representatives Wanted,” ang 


Terme 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 


$4.75 per inch. 


POSITIONS WANTED 
AT “TOP” IN PRESENT ORGANI- 
ATION, earning $4,000, Technical 
Editor, Advertising Manager handling 
all phases $40,000 budget desires simi- 
lar permanent position, Midwest pre- 
ferred. Married, daughter, 3-A, 
Lutheran, 35. Editing consumer mag- 
azine, producing direct mail for mail 
order business, handling trade paper 
Knows production, photog- 
raphy, mailing lists College 
uate, former city editor. 
Box 3678, ADVERTISING AGE, N. Y. 
HELP WANTED 
A JOB—and an OPPORTUNITY 
OPEN! 

This small, sound agency, 
delightul climate, but not too fertile 
advertising field, has loaned Uncle 
Sam three men—and a partner may 
be in uniform soon, A wood, al 
around agency man (or woman) with 
ideas, knowing graphic arts, who can 
plan and produce newspaper, maga- 
zine and = direct-mail advertising, 
write copy and radio commercials, 
make GOOD rough layouts and han- 
dle clients, can make a place here 
We work hard for a variety of small- 
medium local, regional and national 
accounts; make ai little money (no 
bie time income); and really enjoyed 
life until the DAMJAPS upset our 
applecart, We're now seeking a pro- 
ducer who'll “fit-in” and who is not 
apt to be in service anytime soon. If 
you want such a connection on a 
modest salary and = profit) participa 
tion basis, write fully about yourself 
qualifications, reason answering this 
ad, and income expected Include 
samples of your own work 

MITHOFEF & WHITE Advertising 

Agency 
Martin Bldg. El Paseo, Texas 


wrad- 


located in 


HELP WANTED 


WANTED: A young man wh 
kicked around an advertising ax 

or the advertising department 

big advertiser for the past coup ‘ 
years or so, A man who now as 
some knowledge of the fundamentals 
and is ready to get going on the 

he sees for himself in the futur 

He must have poise, good presen 
background and confiden ir 
himself He must like adverti-jy 
and want to stay in it. 

His job will be that of persona! as. 
sistant to the president of a t 
known company. He must Know his 
Way around in advertising for he wi 
handle much of the agency contact 
and probably most of that with me- 
dia. He will not be permitted th 
luxury of illusions of werandeur fo 
he will act as legw-man and buff: 
well, 

But he will be given responsibilit 
fast as he can take it and if he 
smart as we hope, he will be adv 
within five yvears 


tising manager 

Starting salary will be commensurate 
with experience and present ear x 
power Write at once wiving . 
plete information and = attachi) 


photograph or snapshot Comyple 
confidence will be respected any 
early appointment made 

Box 3680, ADVERTISING AGE, N. \ 


REPRESENTATIVE AVAILABLE 


ENECUTIVE OR PLBLICATION 
REPRESENTATIVE—SO. CALIP, 
Available to one or more trade pauper 
publisher, advertising awency, reta 
ers’ syndicated services, publisher rs 

quiring circulation promotion 
utive. Capable contacts, writing 
Draft free. 

Box 3679, ADVERTISING AGE, Che: 


WOR Tests Music 
As Production Aid 


WOR is testing music on the air 
as an aid to wartime production on 
a daily “Music to Work By” period 
dedicated to the workers of the war 
production plants in the WOR lis- 


tening area. The theory is that 
music, in “shots” during the lag 
period which is evident in every 


shift, particularly in early morning 
hours, provides the lift that helps 
step up production. 


McCarthy to Hollingbery 
Frank E. McCarthy, formerly of 
the Chicago Tribune and Herald & 
Examiner, handling food accounts, 
has joined the George P. Holling- 
bery Company’s Chicago office. 


Names National Export 

Corning Glass Works, Corning, 
. Y., has appointed National Ex- 
port Advertising Service, New 
York, to direct its advertising in 
Latin America. 


Ward to OPA 


Howard O. (Herb) Ward, for 
many years advertising manager of 
the export division of Chrysler Cor- 
poration, and more recently adver- 
tising manager of Hudson Motor 
Car Company, is now with the 
OPA, serving in the Cleveland office 
as “business specialist’ in charge of 
automobiles, for Ohio, Michigan, 
Kentucky and West Virginia. 


Walker Heads Council 


Charles R. Walker, Washington, 
D. C., has been made secretary of 
a newly-created University War 
Council, and placed in charge of the 
public relations program at Yale 
University, New Haven, Conn. 


Joins Jones Copy Staff 

Ethel H. Gregory, formerly 3 
copywriter with Sherman K. Ellis & 
Co., New York, has joined the copy 
staff of Duane Jones Company, New 
York. She was previously with 
Lord & Thomas and Ruthrauff & 
Ryan, New York. 


MONTREAL 
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_The Listening Post_ 


Vashington’s favorite gag on the 
hotel room shortage: A_ visitor to 
Washington was strolling along the 


bank of the Potomac when he saw 
a man struggling in the water. 
When the drowning man came up 
after sinking the first time, the 
vis.tor did not go to the rescue, but 
instead shouted: “Where are you 
stopping?” Just before the drown- 
ing man sank for the second time 
he managed to answer weakly: 
“The Mayflower.” When he rose to 
the surface a second time, he was 
asked: “What room?” As he sank 
for the third time, the man replied: 


‘Seven five eight.”” Whereupon the 
visitor left the drowning man to his 
fate and hustled to a taxi for a 
quick trip to the Mayflower. He 
asked the room clerk for accommo- 
dations and was advised none were 
available. The visitor insisted he 
knew one room was now vacant. 
“Oh, you mean 758,” the clerk said. 
“The fellow who pushed the man 
into the river just got that one.” 


Although the Office of Facts and 
Figures had hoped to be able to 
begin distribution of the first “quote 
sheets’ of war advertising by May 
|, all that had emerged from the 
Government Printing Office by that 
time was a single sheet of war car- 
toons. Managing editors of news- 
papers were the recipients. In view 
of past experiences with the GPO 
bottleneck, OFF is making no prom- 
ises as to when the first reproduc- 
tions of ads will be available for 
use by advertisers and media but it 
should be before May 15. 


Hen- 
the 


Administrator Leon 
has been considered 
third most powerful man in the 
country since passage of the Price 
Control Act, trailing only President 


Price 
derson 


Roosevelt and Chairman Donald 
Nelson of the War Production 
Board. Now that universal price 


fixing has been adopted along with 


broad rationing, Henderson ranks 
at least equal with Nelson. The 
price chief now holds life-or-death 


power over virtually every business, 
ictions affect directly all 
1 30). 000,000 Americans. 


As if enough uninvited advertis- 
ing men were not already knocking 
on Washington doors in quest of 
war jobs, the Civil Service Commis- 
sion is about to embark upon a 
manhunt for marketing analysts. 
Jobs open and opening, mostly for 
the Office of Price Administration’s 
expanding organization, pay  be- 


tween $2,600 and $6,500 with the 
majority $4,600 or less. Application 
forms are obtainable at any first or 
second class postoffice, except in the 
12 major cities where Civil Service 


has district headquarters. Appoint- 
ments will be for the duration of 
the war and no more than six 


months thereafter. 
Some raised eyebrows may 
observed in publishing circles as a 


result of the War Production 
Board’s recent grant to the radio 
field of a blanket A-3 preference 
rating on maintenance, repair and 
operating supplies. Like other 
necessary civilian industries, the 
broadcasting world previously en- 


joyed only an A-10 rating and mili- 
tary demands for many materials 
are so great than an A-10 rating is 
often worthless. The A-3 rule, how- 
ever, will enable broadcasters to get 
at least some steel and copper. The 
publishing industry, heretofore 
bracketed with radio as “necessary” 
to civilian life, is now forced into 
a back seat by comparison with a 
rival medium. The suspicion is that 
radio is receiving favored treatment 
for these reasons: 1. There are two 
government agencies (Defense 
Communications Board and Federal 
Communications Commission) out- 
side WPB looking after radio's in- 
terests; 2. Radio has established its 
own liaison organization in Wash- 
ington (Broadcasters’ Victory Coun- 
cil) while there is no comparable 
group to represent publishers; 3. 
WPB’s Communications Branch has 
a better record for alertness and 
foresighted action than does the 
Printing and Publishing Branch. 
* * 

Put Ralston Purina Company up 
front with makers of poultry and 
livestock feed who are invading the 
expanded dog food market. Prior 
to breaking a large newspaper 
advertising campaign in Philadel- 
phia, the company is obtaining dis- 
tribution of its packaged Dog Chow 
by offering grocers three different 
deals, one of which offers two pack- 
ages free in return for the display 
of a counter card. Order forms 
emphasize that Dog Chow is “not 
a wartime substitute” but a standby 
for 15 years of professional dog men 
and hunters. 


Tobacco retailers are displaying 
signs distributed by R. J. Reynolds 
Tobacco Company salesmen stating 
that Pennsylvania residents may 
send cartons of Camels to their boys 


be | 


WILSON & CO.'S COMBINED APPEALS 


The 24-sheet poster of the American Meat Institute and the war savings bond 
message are combined on this special display board erected by Wilson & Co. in 


front of its general office in Chicago. 


Other patriotic appeals will be used 


successively on the board, which is illuminated each night. 


| lack 


‘THERE IS AVAILABLE TO. NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
‘IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


in camps without paying the state 
tax. Retailers collect the retail 
price of the carton (less the 2 cents 
per pack state tax) and forward 
cost price and addressed label to 
their jobber’s salesman, who in turn 
sends it to a central mailing office. 
The offer doesn’t apply to service 
men on duty within the Common- 
wealth of Pennsylvania. 

The inevitable consequence of 
the government’s present tin-cup 
advertising policy is demonstrated 
by the current situation in salvag- 
ing wastepaper. A barrage of radio 
and newspaper publicity—plus per- 
haps a realization on the part of a 
good share of the public that old 
newspapers and magazines could be 
turned into cash—-has been so suc- 
cessful that paper mills and junk 
dealers can no longer handle the 
volume of wastepaper being re- 
ceived. But because the salvage 
program is haphazard and lacks 
hard-headed and business-like di- 
rection by a single agency, free 
blurbs are still being printed and 
aired in an effort to collect paper 
which the mills can't accept and 
space to store. In one case, 
the same edition of the same news- 
paper carried a piece of free pub- 
licity asking the public to save and 
sell wastepaper along with 
space by a junk dealer announcing 
a cut in the price paid for paper 
and an explanation that mills are 
overloaded. 


A printing paper shortage ap- 
pears unlikely for some time to 
come. WPB estimates that supplies 


in warehouses are now sufficient to 
permit full peacetime printing pro- 
duction for six months. WPB still 
urges conservation, but no limita- 
tion on printing seems to be in the 
offing. 


Add to the growing list of advo- 
cates of paid advertising by Uncle 
Sam the name of Sen. Raymond E. 
Willis, Indiana Republican and a 
former editor. His suggestion, made 
to an informal meeting of small 
business men, was limited to the 
promotion of war bonds in news- 
papers, and was coupled with a plea 
that government press agents be 
curbed. He would also like to see 
more printing work farmed out to 
private plants, to relieve the over- 
loaded Government Printing Office. 


Quaker Oats Names Ellis 
Quaker Oats 
has appointed Sherman 


Company, Chicago, 
K. Ellis & 


Co., Chicago, to direct advertising 
on Muffets. Newspapers and radio 
will be used. 
. . ”” 
Adds “This Week 
Daniel Starch and Staff, New 
York consultant in business re- 


search, has added This Week Maga- 
zine to its advertisement rating 
service. 


Babcock Promoted 

Richard J. Babcock has _ been 
elected a vice-president and direc- 
tor of Muzak Radio Broadcasting 
Station, Inc., New York. 


paid» 


Swan Promotion 
Extended to Long 
Magazine List 


New York, April 30—The battle 
of the soap titans showed no signs 
of letting up this week Lever 
Brothers Company expanded its al- 
ready extensive promotion for Swan 
in newspapers, outdoor and radio to 
an impressive list of more than 30 
magazines and farm papers. Page 
copy, some of it in four colors, made 
its appearance in various weeklies 
and will break in monthlies with 
May issues. 

Described by 
“to make sure 
country will 
want Swan 
tions are captioned, 
baby-gentle! It’s a sudsin’ whiz!” 
and will follow the same general 
technique and layout that have 
characterized Swan ads since the 
soap’s introduction early in 1941. 

Insertions are scheduled through- 


as 


Lever as designed 
everybody in the 
see, hear about, and 
soap,”” the page inser- 
“It’s new! It's 


out the remainder of this year, 
once a month in the monthlies and 
twice a month in weeklies, in the 
following list of publications: 
American Home, American Maga- 
zine, The American Weekly, Better 
Homes & Gardens, Collier's, Cos- 
mopolitan, Family Circle, First 


Three Markets Group, Good House- 
keeping, Household, Ladies’ Home 
Journal, Liberty, Life, Look, Me- 
Call's, Modern Romances, Parents’ 
Magazine, Redbook, The Saturday 
Evening Post, This Week, True Con- 
fessions, True Romances, True 
Story, Woman's Day, Woman's 
Home Companion, and also six sec- 
tional and six national farm papers. 
Young & Rubicam is the Swan 
agency. 


Lusk Heads Colgate 


Merchandising Set-up 

Robert E. Lusk, 
tive vice-president 
Inc., New York, has been named 
vice-president in charge of mer- 
chandising and advertising of Col- 


formerly 
of Ted 


execu- 
Bates, 


zate-Palmolive-Peet Company, Jer- 
sey City. Prior to joining Ted 
Bates, Mr. Lusk was vice-president 


of Benton & Bowles, and advertising 
manager of R. H. Macy & Co., New 
York, and L. Bamberger & Co., 
Newark. Robert E. Healy will con- 
tinue as advertising manager of 
Colgate-Palmolive-Peet Company 


Syndicate Publishers 
to Meet in Chicago 


The Syndicate Publishers As- 
sociation, Topeka, Kan., will hold 
its annual convention in Chicago 
May 13, at the Morrison Hotel. Fea- 
tured speaker of the meeting will 
be Robert Newcomb, president of 
Robert Newcomb, Inc., New York, 


of Stet 


Takes Over “Printing Art” 


William Edwin Rudge, publisher 
of Print, a quarterly journal of the 
graphic arts, has taken over The 
Printing Art. 


and editor 


Announcements Only 
{s CBS FM Policy 


Programming and commercial 
policies on W67NY, the Columbia 
Broadcasting System's New York 


FM outlet will differ sharply from 
established radio practice accord- 
ing to the first rate card announced 
April 28 by the network. W67NY 
will retain complete control of pro- 
grams and production, refusing to 
sell specific time periods or specific 
programs to FM sponsors. 

Advertisers will buy commercial 
messages in the form of time sig- 
nals or spot announcements only. 
Even these will not be scheduled at 
specific times, announcements be- 
ing rotated between sponsors in the 
daytime or evening classifications. 
W67NY rates will range from $12 
for a single 100-word evening mes- 
sage to $2.16 for a 5)-word mes- 
sage on a six-a-week schedule for 
52 weeks. 


War Closes Exhibition 


At the request of the Canadian 
government, the Canadian National 
Exhibition, Toronto, will be closed 
for the duration of the war. 


' | Seaboard States . 
227,000 Sq. Miles 
~ Over 12,000,000 © 


people 
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Named Acting Manager 


Craig Lawrence, commercial 
manager of Stations KSO and 
KRNT, Des Moines, Ia., and vice- 
president of Iowa Broadcasting 
Company, has been named acting 


manager of both stations for the) 


duration of the war, replacing Maj. 
Luther L. Hill, executive vice- 
president, who has left for active 
duty at the air corps training cen- 
ter, Miami, Fla. 


R & R Appoints Stauffer 
Don Stauffer has joined Ruth- 


‘and advertising.” 
|the problems of packaging, of dis- | 
| tribution, of pricing, of substitution, 


Ceilings Useless 
Unless Based on 
Facts: Nielsen 


(Continued from Page 1) 


In it he covered | 


of shortages, of inventory buying, 


rauff & Ryan, New York, as vice-| and a host of other problems pecul- | 


president and director of radio. He 
was formerly with A. & S. Lyons, | 
New York, talent management or- 
ganization, and _ previously 
Young & Rubicam, New York, as 
vice-president in charge of radio. 


jiar to existing conditions. In addi- 
tion, he borrowed liberally from 


with | the facts unearthed by the Nielsen 


operations in England during the 


|past several years to indicate how 


the English marketing pattern has 
|changed and is changing. 

Too many questions as to pro- 
cedure and enforcement of price 
|ceilings still remain to be answered 
|to permit much detailed analysis, 
|Mr. Nielsen said, “but the subject is 
so vital that I want to point out at 
|least one of the many problems in- 
volved. I refer to the fact that, in 
‘a period of rising prices, the retailer 


|often lags behind the manufacturer | None of these is likely to prove of 


in raising his prices.’ 

As a result of this situation, which 
has been encouraged by the gov- 
,ernment, Mr. Nielsen declared that 


price ceilings result in a _ terrific | 
squeeze play—one which “offers a|of the government for facts, he de- 
serious threat to the profits, and|clared, and urged strongly that 
even to the very existence, of every | business men must not only develop 
retailer and every manufacturer of more facts about their own opera- 
consumer goods sold through retail | tions in order to survive the present 


channels.”” Some governmental of- | 
ficials, he said, seem to think that | 
the problem can be solved by roll- 
ing the loss back on the manufac- 
turer, whose profit margin, accord- 
ing to them, is so great that he can 
take it; or by forcing the manufac- 
turer to continue making the item; 
or by letting the manufacturer 
abandon the item and introduce a 
new one at a “negotiated” price. 


the slightest value, he declared. 


Government Needs Facts 


The fact that they have been ad- 
vanced indicates the serious need 


DIRECT ROUTE TO AMERICA’S NO. 


The Travelers Broadcasting Service Corporation 


disturbed times, but that they mu.: 
also take the initiative in presentin> 
these facts to government. Other. 
wise both business and governm: 
will suffer. 

“We must guard against sho::- 
sighted de-emphasis on marketin,¢ 
lest we lose in peace all that we'\e 
been fighting for in war,” Mr. Nj.}- 
sen concluded. “We must carry op 
a sustained and intelligent att: ¢ 
on distribution expense, through 
fact-founded marketing decisj 
These efforts—if successful—w) 

“1. Constitute a major servic: 
the national effort. 

“2. Assure your individual « - 
panies of an enlarged consume; 
franchise and greater profits in the 
days ahead. 

“3. Help preserve the Amer) a; 
standard of living and the Ameri- 
can way of life.” 


Economic Justification 


In discussing what has happened 
in England, and in pointing out ‘hat 
British advertising has contin ied. 
Mr. Nielsen said: 

“The economic justification for 
advertising in time of war—so |ong 
as it is unselfish and constructi\ e— 
seems to me to rest on the follow ing 


ATURE records no other geyser 
which erupts with the uncanny 
regularity peculiar to “Old 
Faithful” in Yellowstone National 


Park. 


Wise advertisers, however, will tell 


you that there is another “Old Faith- 
ful”. . . well-known to radio time 
buyers. They know by experience 
that WTIC can be depended upon to 
bring results in the Southern New 
England market where buying 
income is far above the national 
average.* 


The prosperous people here pay 
attention to WTIC. So, include this 
faithful and friendly station in your 
next appropriation and discover for 
yourself why we say 


THERE’S NOT ANOTHER LIKE .T! 


*Sales Management, April 10, 1942, 


yr: of NBC Red Network and Yankee Netwe 


1 MARKET 


factors: 


“1. Advertising is highly eff- 
cient from the standpoint of man- 


|/hours and materials. The year 14], 


which was certainly not a depres- 
sion year in the United States, say 
advertising account for only about 
2 per cent of the national income 

“2. Advertising helps maintain 
public morale. Often the advertise- 
ments in a publication are a symbo! 
of clarity and confidence when com- 
pared with the puzzling contradic- 
tions offered by the news and by 
| various public utterances. 
| “3. Advertising helps to main- 
| tain the instruments of public infor- 
;mation (newspapers, magazines, 
radio, etc.)—and hence, the public 
| morale. 

“4. Advertising expenditures are 
not entirely waste to the govern- 
'ment war chest because they pro- 
vide the basis of earnings — hence 
taxes—on the part of agency men 
and publishers and those who sup- 
ply their needs. 

“5. Finally, advertising helps to 
maintain the framework for ab- 
sorbing ‘back-to-peace employment. 
'and to guard against a postwar de- 
pression which could conceivably 
prove to be as costly as the wa! 
|itself. In other words, the extent 
‘to which advertising helps _ the 
;}manufacturer maintain his share o! 
' the existing market for his type o! 
product keeps that manufacturer ir 
| position to pay taxes and provide 
employment in the perilous postwa@! 
years.” 


Quaker Sparkies Copy 
Starts in Dailies 


Quaker Oats Company has begun 
a series of 100-line advertisement 
to run in newspapers once a week 
during the season, featuring Quake! 
Sparkies. 

Copy will appear in newspapers 
of 65 or 70 leading food markets 
Ruthrauff & Ryan, Chicago, is the 
agency. 


| SPOTCASTING 


| BUILDS MORE SALES 
.. AT LOWER COST! 


More money for ” 
the HOT SPOTS yi 


. =? 
| J the DEAD SPOTS | 
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PHOTOGRAPHIC REVIEW 
OF THE WEE 


COLOR PHOTOS HIGHLIGHT ELMO DISPLAY 


cosmetics 


foe Teat Batowat L.oeen 


The color camera was brought into play for the photographs which dominate this 
new display produced by Einson-Freeman Co. for Elmo Sales Corp., Philadelphia, 
maker of Elmo and Margo beauty preparations. 


NBC MEN TALK OVER WAR DAYS 


A 
2 


Army life in both the first and second World War gets a going over from (left 
to right) George Frey, NBC sale service manager, Capt. Bill Kost, who served 
in the first war and has been assigned to the staff at his alma mater, the West 
Point Military Academy; |. E. (Chick) Showerman, NBC general sales manager, 
who was wounded three times and twice decorated for bravery in the first war; 
and Ken R. Dyke, with the OFF, and who was also a member of the AEF. Capt. 
Kost was previously a member of the sales staff of the NBC-Red network. 


HEMO COPY TURNS TO COLOR 


Here's the greatest drink since my 


ancestors invented milk! — says etsie 
THE BORDEN COW 
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DRINK YOUR VITAMINS 


- WWST ONE GLASS OF WEMO GIVES YOu: 

The Vitamin Ae 3 beled exes! ey | 
res | 

The Vitamin Bi 4 sce of wte wheat beat! 1/20" | 
ms 

Tu am 83 servis tet ts ©) 

The Vitamin Gin 4 servings of spmach! 
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ge peaietroel. soll 


The Calcium & Phosphorus in 2 servings 
of cauliflower and | serving _ d y 
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Conference tor Defense 


aeast 2 
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Borden's nemo 4 dehcwe dnnk 
tes like the smoothest. mchest. mest 


7am malted milk you ever duck « 


fortified with vitarruns end minerals! 
Vtemin A, B. D and G Pius iron. 
Lod phosphot.s 
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of meme daily just one - added tr 
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Marking the second phase of its stepped-up campaign for the fortified malted 

milk drink, Hemo, Borden Co., will use full-color pages monthly, in Collier's, Life, 

look. Parents’ Magazine and The Saturday Evening Post. Eight insertions will run 

imeach magazine. A series of 148-line black-and-white ads started the 1942 drive 

‘nthe same publications. (Advertising Age, Dec. 8 1941). Young & Rubicam 
is the agency. 


AT BUREAU OF ADVERTISING DINNER 


COUNCIL POSTER 


Top flight personalities of publishing and government circles were included at the 

speakers’ table of the annual Bureau of Advertising Banquet, concluding the 

ANPA and other press conventions at the Waldorf-Astoria. In this group (left 

to right) Francis B. Sayre, U. S. Commissioner to the Philippines, and Admiral 

Ernest J. King, commander in chief of the fleet and chief of naval operations, 
greet Arthur Hays Sulzberger, publisher, New York Times. 


WE ARE COOPERATING 


The National Dairy Council will promote 

Dairy Month in June with this poster 

tying in with the government drive to 

improve national nutrition as a vital ad- 
junct to winning the war. 


IN BUSINESS PAPERS 


This smiling quartet includes Norman Chandler, general manager, Los Angeles 
Times; Roy W. Howard, Scripps-Howard Newspapers; Mrs. Dorothy Backer, 
publisher, New York Post; and Lord Beaverbrook, publisher, London Daily Express. 


WESCO helped complete shipway 55 days taster 
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This full-page, black-and-white advertise- 
ment, to appear in June issues, is the 
fourth of a series of 12 ads scheduled 
by Westinghouse Electric Supply Co. 
The Electrical Contracting, Electric Light 
& Power, Electrical World, Factory Man- 
agement and Maintenance, Purchasing 
and Qualified Contractor will be used. 
Fuller & Smith & Ross is the agency. 


In an informal chat are (left to right) Major General Joseph T. McNarney, 

deputy chief of staff, U. S. Army; Fleming Newbold, business manager, Washing- 

ton Star; and Howard Robinson, retired newspaperman of St. Johns, N. B., and 
early associate of Lord Beaverbrook. 


BELIEVE IT OR NOT, THIS IS A TIRE MANUFACTURER'S ADVERTISING 
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This spread, which appears in the May issue of Farm Journal & Farmer's Wife, is a graphic demonstration of what is hap- 

pening in the tire field. As reported in Advertising Age, April 6, tire manufacturers are making strenuous efforts to turn their 

dealers’ stores into miniature department stores. If the trend continues, this type of mail order catalog advertising will become 
increasingly common. 
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40 ADVERTISING AGE May 4, 1942 


Never Underestimate the Power of a Woman! 


Nor the Power of the Magazine 


Women believe in! 


° Average circulation of the Journal 
for the first three months of 1942 
(March estimated) was 380,000 more 
than the same three months of 1941. 
Two of the 1942 issues were sold at the 
new 15-cent price. 


LADIES HOME JOURNAL F 


THE WORLDS LARGEST AUDITED MAGAZINE CIRCULATION a 


- 
_ _ 
we 
rs a: Le FO mw OHS SH OHS HH HO ROH OOHRS SHO SSHSHSSSH SRS SSSROeGeSefeenowane 
+. Luh, Mee 
a ) Se Ss | 
- : | y ) 
i fe RENE RATERS RG TT \ / yo +" , | 
<= \ yan 
4 rr ' | : 
Cn 
) | STS : 
. , zZ* 7 . 
a le am 10/ 
ee 4 | ~ ti 
m JAHRE) I gg ee 
, ie ee tN : . + \ ; 
: cal s te ag 
iia — te ieee 4 
2 AA fa © eK ve \ s 
4 _ - | i -ae -) ——— y we 
: elie 4 Fat ha 
/* \ aN \¢ i / sill 
-_= “eS | a () : 
7 on a ( 
; : ~ 4 —~(() oo ~ : 
; LY] wv 
-— c 
; me ee fens ipa be ae Best aes eee ee : ae, dei ‘te be ot A nthe 4 ee ee pees ager . het A peer Be 7 


